NO. X06 CV15 6050025 S : SUPERIOR COURT

DONNA L. SOTO, ADMINISTRATRIX

OF THE ESTATE OF : COMPLEX LITIGATION
VICTORIA L. SOTO, ET AL : DOCKET

V. : AT WATERBURY
BUSHMASTER FIREARMS :

INTERNATIONAL, LLC, ET AL : JULY 21, 2021

MOTION FOR COMMISSION TO TAKE OUT-OF-STATE DEPOSITIONS OF
REMINGTON’S MARKETING AGENCY, BROTHERS & CO (“BROCO”)

Pursuant to Connecticut General Statutes §§ 52-148a(a), 52-148c(b) and Practice Book
§§ 13-26, 13-28, the plaintiffs hereby move the Court to grant this motion to commission
Attorney Christopher Brinkley of Tulsa, OK, to issue subpoenas duces tecum commanding the
records keeper of Brothers & Company', aka “BroCo,” and three key BroCo employees involved
in the marketing of Remington assault rifles between 2008 and 2018—Eric Barnes, James
Lawson, and Eric West—to produce documents and to appear for depositions to be taken by the
plaintiffs’ counsel before a certified court reporter or other person authorized under the laws of

the State of Oklahoma to administer an oath.

' While Brothers & Co. continues to be registered with the Oklahoma Secretary of State as a
domestic for profit business corporation, see Ex. E, Okla. Sec. State, Search Corporation Entities,
https://www.sos.ok.gov/(S(rxow5Snrnwbjxrg45rwhhhg45))/corp/corpInquiryFind.aspx (enter in
search bar, “Brothers & Co.”), it recently rebranded and is now operating as Idea Ranch, a
domestic limited liability corporation that is registered with the Oklahoma Secretary of State, see
Ex. F, id. (enter in search bar, “Idea Ranch”); see also Brothers & Company
(@Brothers&Company), LinkedIn, https://www.linkedin.com/company/brothers-&-company/
(last visited June 17, 2021) (“After 46 years as Brothers & Company, we are now officially Idea
Ranch.”). Because Remington’s production refers to this corporation exclusively as “Brothers &
Co.” and “BroCo,” for clarity, the plaintiffs will refer to this entity by its former names.



Said depositions shall take place as provided in the attached proposed Subpoenas Duces
Tecum, Exhibits A-D, with dates to be set based on the timing of this motion and when service
of such subpoenas can be made.

I Legal Standard

The Practice Book provides that discovery “shall be permitted” whenever it is “material

29 <6

to the subject matter involved in the pending action,” “would be of assistance in the prosecution
or defense of the action,” or is “reasonably calculated to lead to the discovery of admissible
evidence.” P.B. § 13-2. This provision “liberally permits discovery of information material to the
subject matter involved in the pending action.” Lougee v. Grinnell, 216 Conn. 483, 489 (1990),
overruled in part on other grounds by State v. Salmon, 250 Conn. 147, 154-55 (1999) (internal
quotation marks omitted). Under this standard, a plaintiff is entitled to “take the testimony of any
person . . . by deposition upon oral examination,” P.B. § 13-26, so long as the testimony is
material to the action or would assist in its prosecution, P.B. § 13-2.

This legal standard is applicable to witnesses that reside outside of Connecticut: Both
P.B. § 13-28 and General Statutes § 52—148c create a mechanism? by which a party can apply to
the Connecticut court for a commission to take the deposition of an out-of-state witness. See
P.B. § 13-28(a) (“In any other state . . . depositions for use in a civil action . . . within this state
shall be taken before . . . a person commissioned by the court before which such action or
proceeding is pending . . . .”); Conn. Gen. Stat. § 52—148c (same). The subpoena that is issued

for the taking of the deposition may also command the deponent to “produce and permit

inspection and copying of designated books, papers, documents or tangible things which

2 Connecticut is not among the 41 signatories of the Uniform Interstate Depositions and
Discovery Act (UIDDA). 16:16, Foreign Discovery, Trawick, Fla. Prac. & Proc. § 16:16 (2019-
2020 ed.).



constitute or contain matters within the scope of the examination[.]” P.B. § 13-28(c); see also
Conn. Gen. Stat. § 52—-148e (same).

“Once the commission is granted by the court in this state, a subpoena can be obtained in
the proposed deponent's state to force the deponent to attend a deposition in his state.”
Struckman v. Burns, 205 Conn. 542, 552 (1987); see also Milliun v. New Milford Hosp., 310
Conn 711, 719 n.7 (2013) (same); Rhode v. Milla, 287 Conn. 731, 743 (2008) (same); Noll v.
Hartford Roman Catholic Diocesan Corp., 2008 WL 4635591, at *2 (Conn. Super. Sept. 26,
2008) (Shapiro, J.) (same); Cassinelli Bros. Const. Co. v. Gray, 1996 WL 278330, at *1 (Conn.
Super. May 9, 1996) (Hickey, J.) (same).

I1. BroCo’s Involvement in Remington’s Assault Rifle Marketing Begins With a
Wall Street Private Equity Firm That Disrupted the Firearms Industry.

To understand BroCo’s role in marketing Remington assault weapons, one must first
understand how Cerberus Capital Management (“Cerberus”) disrupted the firearms industry.3

Cerberus, a Wall Street private-equity firm,* owned Remington Arms Company, LLC
(“Remington”) from May 2007° until Remington’s 2020 bankruptcy. As described below,
between 2006 and 2012, Cerberus systematically consolidated ownership of some of the biggest
players in the firearms industry into what would become Remington Outdoor Company, Inc.
(“Remington Outdoor”). With sparse discovery having been disclosed, the plaintiffs still lack

critical details about how corporate leadership, marketing and design, and compliance functions

3 See Josh Harkinson, Fully Loaded: Inside the Shadowy World of America’s Biggest
Gunmakers, Mother Jones (June 13, 2016), https://www.motherjones.com/politics/2016/06/fully-
loaded-ten-biggest-gun-manufacturers-america/ (“While the three largest [firearms industry
manufactures] disclose some financials, the rest are privately held.”).

4 Cerberus currently manages around $53 billion in assets. Cerberus Capital Management
Homepage, https://www.cerberus.com/ (last visited June 24, 2021).

5 See Ex. G, Freedom Group, Inc. Amend. No. 4 (Form S-1) at F-22 (May 17, 2010).




evolved during this period. But what is apparent from the limited discovery the plaintiffs have
received as well as open-source research, is that Cerberus’ acquisition of these firearms brands
drove a profound shift in how these subsidiary companies marketed their products.

A. Cerberus Systematically Acquired Remington, Bushmaster, and Other
Firearms Brands.

Prior to 2006, the gun industry was composed of mostly privately-owned companies that

specialized in small niches of firearms®:

e New Haven-based Marlin Firearms (“Marlin”) specialized in the production lever-action
rifles;’

e Remington Arms, founded in 1816 as the family-owned “Remington and Sons” in Ilion,
New York, specialized in the production of shotguns and rifles;

e Bushmaster, established in 1973 in Wyndham, Maine, “introduce[d] [assault rifles] to the
consumer market;’ and

e Defense Procurement Manufacturing Services (“DPMS”) Panther Arms, founded in
Minnesota in 1985, specialized in the production of “affordable accessories and
components for assault rifles.”!°

This changed in 2006, when Cerberus began procuring firearm companies through its
subsidiary, Freedom Group International (“FGI,” formerly “American Heritage Arms”). It

started with two large acquisitions: (1) the purchase of Bushmaster in April 2006,!! and (2) the

6 See supra n. 3.

" Rhian Hunt, Ruger Completes Marlin Firearms Acquisition, Nasdaq (Nov. 24, 2020),
https://www.nasdaqg.com/articles/ruger-completes-marlin-firearms-acquisition-2020-11-25.

8 Ex. H, RACI Holdings, Annual Report (Form 10-K), at 3 (Mar. 8, 2002).

? Frank Smyth, The Gun at the Heart of the Assault Weapons Debate, MSNBC (Jan. 30, 2013,
10:34 AM), https://www.msnbc.com/msnbc/the-gun-the-heart-the-assault-weapons-d-
msnal8335.

10 See AMMO, Inc., Ex.-99.1 to Current Report (Form 8-K) (Nov. 17, 2017),
https://www.sec.gov/Archives/edgar/data/1015383/000107997317000688/ex99x1.htm
(“Previously, Mr. Luth founded DPMS Panther Arms in 1986 and led the company to become
one of the leading manufacturers of AR-15/AR-10 firearms and firearm components in the
world.”).

1 See Ex. G, Freedom Grp., Inc., Amend. No. 4 to Registration Statement (Form S-1/A), at 3
(May 17, 2010), https://www.sec.gov/Archives/edgar/data/0001471597/000104746910005410/
a2195644zs-1a.htm (detailing purchase of Bushmaster Firearms International, LLC (“BFI™)).




purchase of Remington Firearms in May 2007'2. Within eight months, FGI additionally
absorbed DPMS,!* Marlin,'* and Marlin’s subsidiary, H&R 1871 LLC (“H&R”), into its family
of brands."® Cerberus, through FGI, continued acquiring firearms brands, using capital from the
surge in gun sales that accompanied the election of President Barack Obama.'® In 2009 alone,
FGI added Dakota Arms, S&K Industries, Advanced Armament Corp, and Barnes Bullets to its
portfolio.!” By 2010, FGI’s “Family of Companies” was the largest firearms manufacturer in the
United States, and the largest dealer of assault rifles to civilians selling 1.2 million “long guns”
during the twelve-month period ending on March 31, 2010, alone.'®

In 2010, FGI and its subsidiary companies were reorganized: FGI created FGI Holding
Company—a wholly-owned subsidiary of FGI—to house Remington Arms Brands;'” as of July
2011, Bushmaster, DPMS, Marlin, and H&R were merged into Remington (see Ex. J, REM
03201); and in October of 2012, FGI was renamed Remington Outdoor®.

B. Cerberus’ Transformed Bushmaster’s Marketing Strategy to Drive the
Market for Assault Rifles.

12 See id. (detailing purchase of Remington Firearms International, LLC in May 2007).

13 See id.

14 See id.

15 1d.; see also Remington Arms Co., Inc., Current Report (Form 8-K), at 2 (Jan. 28, 2008),
https://www.sec.gov/Archives/edgar/data/916504/000116923208000340/d73422 8-k.htm.

10 See, e.g., Kirk Johnson, On Concerns Over Gun Control, Gun Sales Are Up, N.Y. TIMES (Nov.
6, 2008), https://www.nytimes.com/2008/11/07/us/07guns.html; Gregor Aisch & Josh Keller,
What Happens After Calls for New Gun Restrictions? Sales Go Up, N.Y. TIMES (June 13, 2016),
https://www.nytimes.com/interactive/2015/12/10/us/gun-sales-terrorism-obama-
restrictions.html; see also Ex. I, Freedom Group, Inc., Registration Statement (Form S-1) at 21
(Oct. 20, 2009) (“Demand for firearms and ammunition has increased significantly since late
2008, which we believe has been due in part to increased consumer uncertainty relating to new
and potentially more restrictive legislation.”).

7 Ex. G, Freedom Grp., Inc., Amend. No. 4 to Registration Statement (Form S-1/A) at 10, 96-97
(May 17, 2010).

B 1d at 1-2.

Y Ex.J, Id. at 10-11; REM 03201.

20 Ex. L, Remington Outdoor Co., Inc., Annual Report (Form 10-K) at 2 (2015).




With Cerberus’ acquisition came a fundamental shift in Bushmaster’s marketing
approach. The marketing practices of the firearms industry had previously reflected the small,
niche positioning of its manufacturers: Marketing was conducted entirely in-house, often by just
one individual. See Ex. K, Eliason Dep. at 32:22-33:12 (testifying that prior to the Cerberus
acquisition, the “marketing” or “advertising department” of Bushmaster consisted of a single
individual, responsible for both advertisements and catalogs, with no employees working under
him); see also id. at 89:7-10 (attesting that the marketing department of “old Bushmaster” as
“just one person that would handle getting catalogs printed and all that type of stuff that we had
at the time”).

In 2007, after Cerberus’ acquisition, Bushmaster’s marketing department was
“reconfigure[ed],” and moved to North Carolina to be consolidated with Remington’s marketing
department. /d. at 35:25-36:2. Under Remington’s marketing department, sophisticated
marketing and branding campaigns replaced the “basic” and “old-fashioned” marketing practices
of “Old Bushmaster.” Id. at 103:2—-16. High-budget marketing research and consumer
segmentation analysis drove internet-based and social media marketing, see id. at 169:5-10,
replacing Bushmaster’s prior reliance on the use of amateur photos in “flyers” to sell its
products, id. at 89:11.

C. Brothers & Company Was Instrumental to the Marketing of
Remington’s Assault Rifles.

In this new era, Brothers & Company (“BroCo”) —a marketing agency based in Tulsa,
Oklahoma—yplayed an instrumental role in the marketing of Remington’s assault rifles. See Rem.
Obj & Responses Pls’. First Interrog. No. 3. (DN 239) (“Brothers & Company also provided

marketing services for BFI during the stated time period.”). Remington contracted BroCo as



early as 2007 to “reposition” assault rifles “as a legitimate tool” after Americans had developed

“many negative associations” with assault rifles. Ex. M, REM-0017066; Ex. N, REM-0017061.

BroCo also managed Remington’s consumer-directed marketing of its AR-15s. It was
responsible for redirecting funds previously used to market firearms for home defense and
recreational hunting with ads emphasizing the assaultive prowess of these weapons. For
example, it was BroCo that recommended scrapping home defense ads in Game & Fish and
Shooting Times in 2010 for the Man Card ad campaign, which was featured in both civilian- and
military-targeted publications and pushed the slogans, “If it’s good enough for the military, it’s
good enough for you,” Ex. Q, REM 00750, and “You are a Man. Irrevocably. We bow before
your imminence,” Ex. R, REM 00749. BroCo also was heavily involved in industry-directed

marketing of Remington’s AR-15s, including implementing product launches, such as the



Bushmaster ACR, at the NSSF-sponsored Shot Show, the largest firearms trade show in the
United States.

BroCo was also responsible for selecting what media to use to market Remington’s

I E ¢ . BroCo

developed product-specific websites for assault rifles on Bushmaster.com and initiated an E-
Newsletter marketing campaign for a particular Bushmaster assault rifle. Ex. U, REM-0011867
at REM-0011871-72.

BroCo also was responsible for exploring the use of customizable online advertising to
consumers. In 2009, it reviewed a proposal to create customizable ads, and considered the use of
detailed digital analytics in video games to assess the effectiveness of each campaign and its
impact on the behavior of the user. Ex. V, REM-0009827.

III. A Deposition of the BroCo Keeper of Records Is Material, Would Assist in

the Prosecution of the Action, And is Reasonably Calculated to Lead to the
Discovery of Admissible Evidence.
A Records Keeper Deposition is necessary for authentication and production of
documents, identified in Exhibit A, concerning Remington’s account with BroCo between
January 1, 2006 and December 31, 2012.
IV.  The Deposition of Eric Barnes Is Material, Would Assist in the Prosecution
of the Action, And Is Reasonably Calculated to Lead to the Discovery of
Admissible Evidence Concerning the Marketing of Remington’s Assault
Rifles.

The plaintiffs seek to depose Mr. Eric Barnes, the current Chief Operating Officer (COO)

and former Vice President and Senior Vice President of BroCo. Between 2007 and 2011, Eric



Barnes was a primary BroCo contact for Remington who managed both military and civilian
marketing campaigns for Remington’s assault rifles. See, e.g., Ex. W, REM-0019560—64
(documenting Mr. Barnes’ involvement with finalizing military brochure for FGI); Ex. X, REM-
0017268 (documenting Mr. Barnes’ involvement with the Maxim Magazine Man Card
Campaign); Ex. Y, REM-0019765 (same).

It 1s believed that Mr. Barnes played an instrumental role in many aspects of BroCo’s
marketing of Remington’s assault rifles, as evidenced by Mr. Barnes’ responsibility for the
launch of one of Remington’s AR-15s at the 2010 Shot Show, Ex. Z, REM-0011534, at REM-
0011535, Mr. Barnes’ involvement with finalizing the marketing campaigns of Freedom Group
and 1its associated brands for the 2010 year at Freedom Group’s 2010 Creative Review, Ex. AA,
REM-0011348, and his involvement creating, developing, and implementing Remington’s
marketing strategy for “youth,” Ex. BB, REM-0011326.

" The Deposition of Eric West Is Material, Would Assist in the Prosecution of

the Action, And Is Reasonably Calculated to Lead to the Discovery of
Admissible Evidence Concerning the Marketing of Remington’s Assault
Rifles.

The plaintiffs seek to depose Mr. Eric West, a former BroCo employee who served as an

account executive for Remington between 2001 and 2010, and a primary contact for Remington

between 2007 and 2011.




In 2009, Mr. West coordinated numerous marketing campaigns for different models of
Remington’s assault rifles. For example, in January 2009, Mr. West was directly involved with
preparing a Bushmaster product video for the 2009 Shot Show booth. Ex. EE, REM-0019441.
Also in 2009, Mr. West prepared ads, media plans, and creative briefs for the ACR, a specific
model of Remington’s assault rifle line. Ex. FF, REM-0089877; Ex. GG, REM-0019695; Ex.

HH, REM-0017336.

_ Mr. West additionally contributed to the creation and

implementation of the “Reissue Your Man Card” campaign, including placement of the “Man
Card” ad in Maxim Magazine. Ex. KK, REM-0012463. Mr. West also was also involved in
devising, coordinating, and negotiating marketing opportunities for Remington in video games,
such as “The Hunter.” Ex. V, REM-0009827.
In addition to marketing specific models of Remington’s assault rifles, between 2009 and
2010, Mr. West was involved with coordinating market research for Remington, including the
collection of data from consumers who attended a 2009 NRA show. Ex. LL, REM-0019647.
VI.  The Deposition of James Lawson Is Material, Would Assist in the
Prosecution of the Action, And Is Reasonably Calculated to Lead to the
Discovery of Admissible Evidence Concerning the Marketing of Remington’s
Assault Rifles.
The plaintiffs seek the deposition testimony of a current Vice President of BroCo, James
Lawson. Remington specifically identified Mr. Lawson as one of the “[m]ultiple persons at

Brothers & Company [who] had responsibility for the services provided.” Rem. Obj &

Responses Pls’. First Interrog. No. 3.



Beginning in April 2011, Mr. Lawson served as “Senior Account Executive representing
the Freedom Group Family of Brands (Remington Arms, Marlin, Bushmaster, DPMS,
Harrington & Richardson, Dakota Arms).” James Lawson (@jameslawson), LinkedIn,

https://www .linkedin.com/in/jameslawson/ (last visited June 17, 2021).



WHEREFORE, the plaintiffs respectfully request that its motion be granted and the Court issue

the Commission attached hereto.

THE PLAINTIFFS,

By: /s/ Joshua D. Koskoff

Joshua D. Koskoff
Alinor C. Sterling
Jeffrey W. Wisner
KOSKOFF KOSKOFF & BIEDER, PC
350 Fairfield Avenue
Bridgeport, CT 06604
Tel. (203) 336-4421
Fax: (203) 368-3244
jkoskoff@koskoff.com
asterling@koskoff.com
jwisner@koskoff.com

H. Christopher Boehning (pro hac vice)
Jacobus J. Schutte, Esq. (pro hac vice)
1285 Avenue of the Americas

New York, NY 10019-6064
cboehning@paulweiss.com
jschutte@paulweiss.com

Their Attorneys



EXHIBIT A



NO. X06 CV156050025 S : SUPERIOR COURT

DONNA L. SOTO, ADMINISTRATRIX :
OF THE ESTATE OF : COMPLEX LITIGATION

VICTORIA L. SOTO, ET AL : DOCKET

V. AT WATERBURY

BUSHMASTER FIREARMS

INTERNATIONAL, LLC, ET AL : JULY 20, 2021
SUBPOENA DUCES TECUM

Records Keeper and/or Person Most Knowledgeable of the Marketing Campaign(s)
or Advertisement(s) of Remington Assault Rifles by Brothers & Company Between
January 1, 2006 and December 31, 2012.

You are commanded to appear on a date and time to be determined at the offices of Carr &
Carr Attorneys, 4416 S Harvard Ave, Tulsa, OK 74135, to testify at a deposition upon oral
examination as a witness in the above-entitled action.

The deposition will take place before an officer authorized to administer oaths and will continue
from day to day until completed. At the time of service, you will be tendered the fee for one
day’s attendance and the mileage allowed by law, as required under 28 Okla. Stat. Ann. § 81(3).

You are also commanded to bring with you the following described Documents, generated
between January 1, 2006 and December 31, 2016:

e All organization charts and other Documents sufficient to identify the officers and
employees of Brothers & Company and the positions that each holds.

e All contracts and drafts of contracts between you and employees or representatives of
Remington and/or their affiliates concerning or involving any Marketing Campaign for
Remington Assault Rifles or any Advertisement for Remington Assault Rifles.

e All Writings generated by you during any Marketing Campaign for Remington Assault
Rifles or any Advertisement for Remington Assault Rifles.

e All Writings generated during the “Consider Your Man Card Reissued” campaign.

e All Writings between employees, agents, or affiliates of Brothers & Co concerning any
Marketing Campaign for Remington Assault Rifles or any Advertisement for Remington
Assault Rifles.

e All Writings between You and employees, agents, or affiliates of Remington concerning
any Marketing Campaign for Remington Assault Rifles or any Advertisement for
Remington Assault Rifles.

e All Writings between You and employees, agents, or affiliates of the National Rifle
Association (NRA) concerning any Marketing Campaign for Remington Assault Rifles or
any Advertisement for Remington Assault Rifles.



All Writings between You and employees, agents, or affiliates of the National Shooting
Sports Foundation (NSSF) concerning any Marketing Campaign for Remington Assault
Rifles or any Advertisement for Remington Assault Rifles.

All Writings between You and employees, agents, or affiliates of retailers or potential
retailers of Remington Assault Rifles.

All Writings between You and attorneys, government officers (state or federal), and/or
compliance officers regarding the legality or ethical marketing of Remington Assault
Rifles.

All Writings between You and websites, web developers, web hosts, forums, and/or blogs
concerning any Marketing Campaign for Remington Assault Rifles or any Advertisement
for Remington Assault Rifles.

All web analytics or metrics collected by or provided to You related to any Marketing
Campaign for Remington Assault Rifles or any Advertisement for Remington Assault
Rifles.

A. Instructions

1.

In responding to this Subpoena Duces Tecum, you are required to furnish all Documents
that are available to you, or that you may obtain by reasonable inquiry, including
Documents in the possession of your attorneys, accountants, advisors or other persons
directly or indirectly employed by, or connected with, you or your attorneys, or anyone
else otherwise subject to your control.
If you object to the production of any of the Documents described above, then, in order to
assist the court in ruling on your objection, with respect to each Document that you do
not produce:
a. State the date and nature of the Document;
b. State the name of the person who wrote the Document and, if it is a letter, the
person to whom it was addressed,;
c. Describe the subject matter of the Document;
d. State the grounds of your objection; and
e. State the name, business and residence address, and telephone number of each
person who has possession, custody, or control of the Document.

B. Definitions

1.

2.

"You" or "your" refers to Brothers & Company and any of its employees, agents, or
affiliates.

"Remington" refers to any firearms corporation, intermediary, subsidiary, manufacturer,
distributor or brand owned in whole or in part at any time by Cerberus Capital
Management, including but not limited to Cerberus Capital Management, Freedom Group
International, Freedom Group, FGI, FGI Holdings, FGI Holding Company, Remington,
Remington Arms Brands, Remington Outdoor, and Bushmaster.

"Person" refers to any entity, including but not limited to any natural person, partnership,
corporation, company, trust, estate, joint venture, or association of persons.

"Writing" or "Document" refers to any form of data compilation whether produced,
reproduced, or stored on paper, cards, tapes, disks, hard drives, belts, charts, films,
computer storage devices, or any other medium. "Writing" or "Document" shall include
but not be limited to any letter, note, memorandum, article, book, published material,



computer file, report, study, statement, speech, notebook, application, calendar, working
paper, manual, brochure, analysis, telegram, transcript, summary, diary, agreement,
contract, diary, log, appointment book, spreadsheet, graph, drawing, chart, financial
statement, bank statement, bank check, deposit slip, receipt, invoice, bookkeeping entry,
photograph, photostat, microfilm, x-ray film, sound recording, motion picture, video tape,
e-mail or any other type of mechanical, electronic, or magnetic impulse recording, and
shall also include, but not be limited to, any draft or copy (with or without notes of
changes thereon) of a writing or document.

“Assault Rifles” means (1) “assault rifle” as defined in CT Gen Stat §§ 53-202a(1)(B),
(E), and (F) (2013), and/or (2) any firearm otherwise depicted or designated as an AR-15
type or AR-15 style, or M16 or M4 type or style rifle, or ACR (Adaptive Combat Rifle)
type.

“Advertisement” means any attempt, other than by use of a price tag, to directly or
indirectly induce the purchase or rental of merchandise at retail, appearing in any
newspaper, magazine, periodical, catalog, circular, in-store or out-of-store sign or other
written matter placed before the consuming public, or in any product placement,
promotion, radio broadcast, television broadcast, electronic medium or delivered to or
through any computer, including websites, Social Media, and video games.

“Marketing Campaign” refers to an effort to develop, maintain or expand the market of
users and purchasers of Your products and includes, but is not limited to, the conception
and formulation of the effort, the research conducted in furtherance of the effort, the
investment in the effort, the means by which the effort was carried out, and the tracking
of its effect and results.

“Social Media” means any social media platform or message board, including but not
limited to, Facebook, Instagram, YouTube, Reddit, Tumblr, 4chan, Twitter,
thefirearmblog.com, and AR-15.com.

Dated:




PLEASE CONTACT ATTORNEY ALINOR C. STERLING AT 203-336-4421 UPON
RECEIPT OF THIS SUBPOENA TO CONFIRM THE DATE OF YOUR DEPOSITION

HEREOF FAIL NOT, UNDER PENALTY OF THE LAW
To any proper officer or indifferent person to serve and return.

Dated at Bridgeport, Connecticut on the 20th day of July, 2021.

e ¢ T

Alinor C. Sterling

Commissioner of the Superior Court
KOSKOFF, KOSKOFF & BIEDER P.C.
350 Fairfield Avenue, Bridgeport, CT 06604
Tele: 203-336-4421



EXHIBIT B



NO.

X06 CV15 6050025 S : SUPERIOR COURT

DONNA L. SOTO, ADMINISTRATRIX :
OF THE ESTATE OF : COMPLEX LITIGATION

VICTORIA L. SOTO, ET AL : DOCKET

V. . AT WATERBURY

BUSHMASTER FIREARMS :

INTERNATIONAL, LLC, ET AL : JULY 20, 2021
SUBPOENA DUCES TECUM

Eric Barnes

Idea Ranch (aka Brothers & Co., “BroCo,”)
4860 S. Lewis Ave

Tulsa, OK 74105

You are commanded to appear on a date and time to be determined at Carr & Carr
Attorneys, 4416 S Harvard Ave, Tulsa, OK 74135, to testify at a deposition upon oral
examination as a witness in the above-entitled action.

The deposition will take place before an officer authorized to administer oaths and will continue
from day to day until completed. At the time of service, you will be tendered the fee for one
day’s attendance and the mileage allowed by law, as required under 28 Okla. Stat. Ann. § 81(3).

You are also commanded to bring with you the following described documents:

All organization charts and other Documents sufficient to identify the officers and

All contracts and drafts of contracts between you and employees or representatives of
Remington and/or their affiliates concerning or involving any Marketing Campaign for
Remington Assault Rifles or any Advertisement for Remington Assault Rifles.

All Writings generated by you during any Marketing Campaign for Remington Assault
Rifles or any Advertisement for Remington Assault Rifles.

All Writings generated during the “Consider Your Man Card Reissued” campaign.

All Writings between employees, agents, or affiliates of Brothers & Co concerning any
Marketing Campaign for Remington Assault Rifles or any Advertisement for Remington
Assault Rifles.

All Writings between You and employees, agents, or affiliates of Remington concerning
any Marketing Campaign for Remington Assault Rifles or any Advertisement for
Remington Assault Rifles.

All Writings between You and employees, agents, or affiliates of the National Rifle
Association (NRA) concerning any Marketing Campaign for Remington Assault Rifles or
any Advertisement for Remington Assault Rifles.

All Writings between You and employees, agents, or affiliates of the National Shooting
Sports Foundation (NSSF) concerning any Marketing Campaign for Remington Assault
Rifles or any Advertisement for Remington Assault Rifles.



All Writings between You and employees, agents, or affiliates of retailers or potential
retailers of Remington Assault Rifles.

All Writings between You and attorneys, government officers (state or federal), and/or
compliance officers regarding the legality or ethical marketing of Remington Assault
Rifles.

All Writings between You and websites, web developers, web hosts, forums, and/or blogs
concerning any Marketing Campaign for Remington Assault Rifles or any Advertisement
for Remington Assault Rifles.

All web analytics or metrics collected by or provided to You related to any Marketing
Campaign for Remington Assault Rifles or any Advertisement for Remington Assault
Rifles.

A. Instructions

1.

In responding to this Subpoena Duces Tecum, you are required to furnish all documents
that are available to you, or that you may obtain by reasonable inquiry, including
documents in the possession of your attorneys, accountants, advisors or other persons
directly or indirectly employed by, or connected with, you or your attorneys, or anyone
else otherwise subject to your control.
If you object to the production of any of the documents described above, then, in order to
assist the court in ruling on your objection, with respect to each document that you do not
produce:
a. State the date and nature of the document;
b. State the name of the person who wrote the document and, if it is a letter, the
person to whom it was addressed;
c. Describe the subject matter of the document;
d. State the grounds of your objection; and
e. State the name, business and residence address, and telephone number of each
person who has possession, custody, or control of the document.

B. Definitions

1.

2.

"You" or "your" refers to Eric Barnes and any of his/her/its agents, employees, or
representatives.

"Remington" refers to any firearms corporation, intermediary, subsidiary, manufacturer,
distributor or brand owned in whole or in part at any time by Cerberus Capital
Management, including but not limited to Cerberus Capital Management, Freedom Group
International, Freedom Group, FGI, FGI Holdings, FGI Holding Company, Remington,
Remington Arms Brands, Remington Outdoor, and Bushmaster.

"Person" refers to any entity, including but not limited to any natural person, partnership,
corporation, company, trust, estate, joint venture, or association of persons.

"Writing" or "Document" refers to any form of data compilation whether produced,
reproduced, or stored on paper, cards, tapes, disks, hard drives, belts, charts, films,
computer storage devices, or any other medium. "Writing" or "Document" shall include
but not be limited to any letter, note, memorandum, article, book, published material,
computer file, report, study, statement, speech, notebook, application, calendar, working
paper, manual, brochure, analysis, telegram, transcript, summary, diary, agreement,
contract, diary, log, appointment book, spreadsheet, graph, drawing, chart, financial



statement, bank statement, bank check, deposit slip, receipt, invoice, bookkeeping entry,
photograph, photostat, microfilm, x-ray film, sound recording, motion picture, video tape,
e-mail or any other type of mechanical, electronic, or magnetic impulse recording, and
shall also include, but not be limited to, any draft or copy (with or without notes of
changes thereon) of a writing or document.

“Assault Rifles” means (1) “assault rifle” as defined in CT Gen Stat §§ 53-202a(1)(B),
(E), and (F) (2013), and/or (2) any firearm otherwise depicted or designated as an AR-15
type or AR-15 style, or M16 or M4 type or style rifle, or ACR (Adaptive Combat Rifle)
type.

“Advertisement” means any attempt, other than by use of a price tag, to directly or
indirectly induce the purchase or rental of merchandise at retail, appearing in any
newspaper, magazine, periodical, catalog, circular, in-store or out-of-store sign or other
written matter placed before the consuming public, or in any product placement,
promotion, radio broadcast, television broadcast, electronic medium or delivered to or
through any computer, including websites, Social Media, and video games.

“Marketing Campaign” refers to an effort to develop, maintain or expand the market of
users and purchasers of Your products and includes, but is not limited to, the conception
and formulation of the effort, the research conducted in furtherance of the effort, the
investment in the effort, the means by which the effort was carried out, and the tracking
of its effect and results.

“Social Media” means any social media platform or message board, including but not
limited to, Facebook, Instagram, YouTube, Reddit, Tumblr, 4chan, Twitter,
thefirearmblog.com, and AR-15.com.

Dated:




PLEASE CONTACT ATTORNEY ALINOR C. STERLING AT 203-336-4421 UPON RECEIPT
OF THIS SUBPOENA TO CONFIRM THE DATE OF YOUR DEPOSITION

HEREOF FAIL NOT, UNDER PENALTY OF THE LAW
To any proper officer or indifferent person to serve and return.

Dated at Bridgeport, Connecticut on the 20th day of July, 2021.

e ¢ T

Alinor C. Sterling

Commissioner of the Superior Court
KOSKOFF, KOSKOFF & BIEDER P.C.
350 Fairfield Avenue, Bridgeport, CT 06604
Tele: 203-336-4421



EXHIBIT C



NO.

X06 CV15 6050025 S : SUPERIOR COURT

DONNA L. SOTO, ADMINISTRATRIX :
OF THE ESTATE OF : COMPLEX LITIGATION

VICTORIA L. SOTO, ET AL : DOCKET

V. . AT WATERBURY

BUSHMASTER FIREARMS :

INTERNATIONAL, LLC, ET AL : JULY 20, 2021
SUBPOENA DUCES TECUM

James Lawson
Brothers & Company
4860 S. Lewis Ave
Tulsa, OK 74105

You are commanded to appear on a date and time to be determined at Carr & Carr
Attorneys, 4416 S Harvard Ave, Tulsa, OK 74135, to testify at a deposition upon oral
examination as a witness in the above-entitled action.

The deposition will take place before an officer authorized to administer oaths and will continue
from day to day until completed. At the time of service, You will be tendered the fee for one
day’s attendance and the mileage allowed by law, as required under 28 Okla. Stat. Ann. § 81(3).

You are also commanded to bring with You the following described documents:

All contracts and drafts of contracts between you and employees or representatives of
Remington and/or their affiliates concerning or involving any Marketing Campaign for
Remington Assault Rifles or any Advertisement for Remington Assault Rifles.

All Writings generated by you during any Marketing Campaign for Remington Assault
Rifles or any Advertisement for Remington Assault Rifles.

All Writings generated during the “Consider Your Man Card Reissued” campaign.

All Writings between employees, agents, or affiliates of Brothers & Co concerning any
Marketing Campaign for Remington Assault Rifles or any Advertisement for Remington
Assault Rifles.

All Writings between You and employees, agents, or affiliates of Remington concerning
any Marketing Campaign for Remington Assault Rifles or any Advertisement for
Remington Assault Rifles.

All Writings between You and employees, agents, or affiliates of the National Rifle
Association (NRA) concerning any Marketing Campaign for Remington Assault Rifles or
any Advertisement for Remington Assault Rifles.

All Writings between You and employees, agents, or affiliates of the National Shooting
Sports Foundation (NSSF) concerning any Marketing Campaign for Remington Assault
Rifles or any Advertisement for Remington Assault Rifles.



All Writings between You and employees, agents, or affiliates of retailers or potential
retailers of Remington Assault Rifles.

All Writings between You and attorneys, government officers (state or federal), and/or
compliance officers regarding the legality or ethical marketing of Remington Assault
Rifles.

All Writings between You and websites, web developers, web hosts, forums, and/or blogs
concerning any Marketing Campaign for Remington Assault Rifles or any Advertisement
for Remington Assault Rifles.

All web analytics or metrics collected by or provided to You related to any Marketing
Campaign for Remington Assault Rifles or any Advertisement for Remington Assault
Rifles.

A. Instructions

1.

In responding to this Subpoena Duces Tecum, You are required to furnish all documents
that are available to You, or that You may obtain by reasonable inquiry, including
documents in the possession of Your attorneys, accountants, advisors or other persons
directly or indirectly employed by, or connected with, You or Your attorneys, or anyone
else otherwise subject to Your control.
If You object to the production of any of the documents described above, then, in order to
assist the court in ruling on Your objection, with respect to each document that You do
not produce:
a. State the date and nature of the document;
b. State the name of the person who wrote the document and, if it is a letter, the
person to whom it was addressed;
c. Describe the subject matter of the document;
d. State the grounds of Your objection; and
e. State the name, business and residence address, and telephone number of each
person who has possession, custody, or control of the document.

B. Definitions

1.

2.

"You" or "Your" refers to James Lawson and any of his agents, employees, or
representatives.

"Remington" refers to any firearms corporation, intermediary, subsidiary, manufacturer,
distributor or brand owned in whole or in part at any time by Cerberus Capital
Management, including but not limited to Cerberus Capital Management, Freedom Group
International, Freedom Group, FGI, FGI Holdings, FGI Holding Company, Remington,
Remington Arms Brands, Remington Outdoor, and Bushmaster.

"Person" refers to any entity, including but not limited to any natural person, partnership,
corporation, company, trust, estate, joint venture, or association of persons.

"Writing" or "Document" refers to any form of data compilation whether produced,
reproduced, or stored on paper, cards, tapes, disks, hard drives, belts, charts, films,
computer storage devices, or any other medium. "Writing" or "Document" shall include
but not be limited to any letter, note, memorandum, article, book, published material,
computer file, report, study, statement, speech, notebook, application, calendar, working
paper, manual, brochure, analysis, telegram, transcript, summary, diary, agreement,
contract, diary, log, appointment book, spreadsheet, graph, drawing, chart, financial



statement, bank statement, bank check, deposit slip, receipt, invoice, bookkeeping entry,
photograph, photostat, microfilm, x-ray film, sound recording, motion picture, video tape,
e-mail or any other type of mechanical, electronic, or magnetic impulse recording, and
shall also include, but not be limited to, any draft or copy (with or without notes of
changes thereon) of a writing or document.

“Assault Rifles” means (1) “assault rifle” as defined in CT Gen Stat §§ 53-202a(1)(B),
(E), and (F) (2013), and/or (2) any firearm otherwise depicted or designated as an AR-15
type or AR-15 style, or M16 or M4 type or style rifle, or ACR (Adaptive Combat Rifle)
type.

“Advertisement” means any attempt, other than by use of a price tag, to directly or
indirectly induce the purchase or rental of merchandise at retail, appearing in any
newspaper, magazine, periodical, catalog, circular, in-store or out-of-store sign or other
written matter placed before the consuming public, or in any product placement,
promotion, radio broadcast, television broadcast, electronic medium or delivered to or
through any computer, including websites, Social Media, and video games.

“Marketing Campaign” refers to an effort to develop, maintain or expand the market of
users and purchasers of Your products and includes, but is not limited to, the conception
and formulation of the effort, the research conducted in furtherance of the effort, the
investment in the effort, the means by which the effort was carried out, and the tracking
of its effect and results.

“Social Media” means any social media platform or message board, including but not
limited to, Facebook, Instagram, YouTube, Reddit, Tumblr, 4chan, Twitter,
thefirearmblog.com, and AR-15.com.

Dated:

By:




PLEASE CONTACT ATTORNEY ALINOR C. STERLING AT 203-336-4421 UPON RECEIPT
OF THIS SUBPOENA TO CONFIRM THE DATE OF YOUR DEPOSITION

HEREOF FAIL NOT, UNDER PENALTY OF THE LAW
To any proper officer or indifferent person to serve and return.

Dated at Bridgeport, Connecticut on the 20th day of July, 2021.

e ¢ T

Alinor C. Sterling

Commissioner of the Superior Court
KOSKOFF, KOSKOFF & BIEDER P.C.
350 Fairfield Avenue, Bridgeport, CT 06604
Tele: 203-336-4421



EXHIBIT D



NO.

X06 CV15 6050025 S : SUPERIOR COURT

DONNA L. SOTO, ADMINISTRATRIX :
OF THE ESTATE OF : COMPLEX LITIGATION

VICTORIA L. SOTO, ET AL : DOCKET
V. . AT WATERBURY
BUSHMASTER FIREARMS :
INTERNATIONAL, LLC, ET AL : JULY 20, 2021
SUBPOENA DUCES TECUM
Eric West

GroundCrew Events
4870 S Lewis Ave
Tulsa, OK 74105

You are commanded to appear on a date and time to be determined at Carr & Carr
Attorneys, 4416 S Harvard Ave, Tulsa, OK 74135, to testify at a deposition upon oral
examination as a witness in the above-entitled action.

The deposition will take place before an officer authorized to administer oaths and will continue
from day to day until completed. At the time of service, you will be tendered the fee for one
day’s attendance and the mileage allowed by law, as required under 28 Okla. Stat. Ann. § 81(3).

You are also commanded to bring with You the following described documents:

All contracts and drafts of contracts between you and employees or representatives of
Remington and/or their affiliates concerning or involving any Marketing Campaign for
Remington Assault Rifles or any Advertisement for Remington Assault Rifles.

All Writings generated by you during any Marketing Campaign for Remington Assault
Rifles or any Advertisement for Remington Assault Rifles.

All Writings generated during the “Consider Your Man Card Reissued” campaign.

All Writings between employees, agents, or affiliates of Brothers & Co concerning any
Marketing Campaign for Remington Assault Rifles or any Advertisement for Remington
Assault Rifles.

All Writings between You and employees, agents, or affiliates of Remington concerning
any Marketing Campaign for Remington Assault Rifles or any Advertisement for
Remington Assault Rifles.

All Writings between You and employees, agents, or affiliates of the National Rifle
Association (NRA) concerning any Marketing Campaign for Remington Assault Rifles or
any Advertisement for Remington Assault Rifles.

All Writings between You and employees, agents, or affiliates of the National Shooting
Sports Foundation (NSSF) concerning any Marketing Campaign for Remington Assault
Rifles or any Advertisement for Remington Assault Rifles.



All Writings between You and employees, agents, or affiliates of retailers or potential
retailers of Remington Assault Rifles.

All Writings between You and attorneys, government officers (state or federal), and/or
compliance officers regarding the legality or ethical marketing of Remington Assault
Rifles.

All Writings between You and websites, web developers, web hosts, forums, and/or blogs
concerning any Marketing Campaign for Remington Assault Rifles or any Advertisement
for Remington Assault Rifles.

All web analytics or metrics collected by or provided to You related to any Marketing
Campaign for Remington Assault Rifles or any Advertisement for Remington Assault
Rifles.

A. Instructions

1.

In responding to this Subpoena Duces Tecum, You are required to furnish all documents
that are available to You, or that you may obtain by reasonable inquiry, including
documents in the possession of your attorneys, accountants, advisors or other persons
directly or indirectly employed by, or connected with, You or your attorneys, or anyone
else otherwise subject to your control.
If You object to the production of any of the documents described above, then, in order to
assist the court in ruling on your objection, with respect to each document that You do
not produce:
a. State the date and nature of the document;
b. State the name of the person who wrote the document and, if it is a letter, the
person to whom it was addressed,;
c. Describe the subject matter of the document;
d. State the grounds of Your objection; and
e. State the name and business and residence address and telephone number of each
person who has possession, custody, or control of the document.

B. Definitions

1.

2.

"You" or "Your" refers to Eric West and any of his/her/its agents, employees, or
representatives.

"Remington" refers to any firearms corporation, intermediary, subsidiary, manufacturer,
distributor or brand owned in whole or in part at any time by Cerberus Capital
Management, including but not limited to Cerberus Capital Management, Freedom Group
International, Freedom Group, FGI, FGI Holdings, FGI Holding Company, Remington,
Remington Arms Brands, Remington Outdoor, and Bushmaster.

"Person" refers to any entity, including but not limited to any natural person, partnership,
corporation, company, trust, estate, joint venture, or association of persons.

"Writing" or "Document" refers to any form of data compilation whether produced,
reproduced, or stored on paper, cards, tapes, disks, hard drives, belts, charts, films,
computer storage devices, or any other medium. "Writing" or "Document" shall include
but not be limited to any letter, note, memorandum, article, book, published material,
computer file, report, study, statement, speech, notebook, application, calendar, working
paper, manual, brochure, analysis, telegram, transcript, summary, diary, agreement,
contract, diary, log, appointment book, spreadsheet, graph, drawing, chart, financial



statement, bank statement, bank check, deposit slip, receipt, invoice, bookkeeping entry,
photograph, photostat, microfilm, x-ray film, sound recording, motion picture, video tape,
e-mail or any other type of mechanical, electronic, or magnetic impulse recording, and
shall also include, but not be limited to, any draft or copy (with or without notes of
changes thereon) of a writing or document.

“Assault Rifles” means (1) “assault rifle” as defined in CT Gen Stat §§ 53-202a(1)(B),
(E), and (F) (2013), and/or (2) any firearm otherwise depicted or designated as an AR-15
type or AR-15 style, or M16 or M4 type or style rifle, or ACR (Adaptive Combat Rifle)
type.

“Advertisement” means any attempt, other than by use of a price tag, to directly or
indirectly induce the purchase or rental of merchandise at retail, appearing in any
newspaper, magazine, periodical, catalog, circular, in-store or out-of-store sign or other
written matter placed before the consuming public, or in any product placement,
promotion, radio broadcast, television broadcast, electronic medium or delivered to or
through any computer, including websites, Social Media, and video games.

“Marketing Campaign” refers to an effort to develop, maintain or expand the market of
users and purchasers of Your products and includes, but is not limited to, the conception
and formulation of the effort, the research conducted in furtherance of the effort, the
investment in the effort, the means by which the effort was carried out, and the tracking
of its effect and results.

“Social Media” means any social media platform or message board, including but not
limited to, Facebook, Instagram, YouTube, Reddit, Tumblr, 4chan, Twitter,
thefirearmblog.com, and AR-15.com.

Dated:




PLEASE CONTACT ATTORNEY ALINOR C. STERLING AT 203-336-4421 UPON RECEIPT
OF THIS SUBPOENA TO CONFIRM THE DATE OF YOUR DEPOSITION

HEREOF FAIL NOT, UNDER PENALTY OF THE LAW
To any proper officer or indifferent person to serve and return.

Dated at Bridgeport, Connecticut on the 20th day of July, 2021.

e ¢ T

Alinor C. Sterling

Commissioner of the Superior Court
KOSKOFF, KOSKOFF & BIEDER P.C.
350 Fairfield Avenue, Bridgeport, CT 06604
Tele: 203-336-4421
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Home : Business Services : Corp Search : Corp Information

Entity Summary Information

Select the buttons below to file or place an
order.

To view Entity Details there will be a $5.00 BROTHERS & CO.
charge and you will need to click on VIEW
ENTITY DETAILS button at the bottom of the

page. Details

If you are ordering documents such as a -

"Certificate of Good Standing" or "copies" you Filing Number: 1900397588

will need to click on the ORDER DOCUMENTS

button at the bottom of the page. Name Type: Legal Name

If you are filing a legal document such as a Status: . @

trade name, amendment, annual certificate, etc., In Existence

you will need to click on FILE A DOCUMENT

button at the bottom of the page. Corp type: Domestic For Profit Business Corporation
Jurisdiction: Oklahoma
Formation Date: 15 Jan 1974

Registered Agent Information

Name: STEPHEN PETERS

Effective: 18 Sep 2017

Address: 2431 E. 61ST STREET
SUITE 305

City, State , ZipCode: TULSA OK 74136
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&, OKLAHOMA
?‘f Secretary of State

rvices | Executive Legislative ricultural Liens | Open Meetings | Administrative Rules | International Protocol |Charitable Organizations

Home : Business Services : Corp Search : Corp Information

Entity Summary Information

Select the buttons below to file or place an
order.

To view Entity Details there will be a $5.00 IDEA RANCH LLC
charge and you will need to click on VIEW

ENTITY DETAILS button at the bottom of the

page. Details

If you are ordering documents such as a

"Certificate of Good Standing" or "copies" you Filing Number: 3512749574

will need to click on the ORDER DOCUMENTS

button at the bottom of the page. Name Type: Legal Name

If you are filing a legal document such as a Status: . @

trade name, amendment, annual certificate, etc., In Existence

you will need to click on FILE A DOCUMENT

button at the bottom of the page. Corp type: Domestic Limited Liability Company
Jurisdiction: Oklahoma
Formation Date: 25 Apr 2019

Registered Agent Information

Name: ROBERT B. SARTIN
Effective: 25 Apr 2019
Address: 110 W 7TH ST

STE. 900
City, State , ZipCode: TULSA OK 74119

View Entity Detail | File a Document

I Order Documents I New Search ‘

Visit Ok.gov Site Map Accessibility Disclaimer Copyright © 2021 Oklahoma Secretary of State


https://www.sos.ok.gov/
https://www.ok.gov/
https://www.sos.ok.gov/sitemap.aspx
https://www.sos.ok.gov/feedback/accessibility.aspx
https://www.sos.ok.gov/feedback/disclaimer.aspx
https://www.sos.ok.gov/(S(hfi1b155qdirny45spxepd45))/default.aspx
https://www.sos.ok.gov/(S(hfi1b155qdirny45spxepd45))/business/Default.aspx
https://www.sos.ok.gov/(S(hfi1b155qdirny45spxepd45))/corp/corpInquiryFind.aspx
https://www.sos.ok.gov/business/default.aspx
https://www.sos.ok.gov/gov/default.aspx
https://www.sos.ok.gov/cfs/default.aspx
https://www.sos.ok.gov/meetings/legacy/default.aspx
https://www.sos.ok.gov/oar/default.aspx
https://www.sos.ok.gov/protocol/Default.aspx
https://www.sos.ok.gov/charity/Default.aspx
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As filed with the Securities and Exchange Commission on May 17, 2010

Registration No. 333-162595

UNITED STATES
SECURITIES AND EXCHANGE COMMISSION

Washington, D.C. 20549

Pre-effective
AMENDMENT NO. 4
to

FORM S-1

REGISTRATION STATEMENT
UNDER
THE SECURITIES ACT OF 1933

FREEDOM GROUP, INC.

(Exact name of registrant as specified in its charter)

Delaware 3484 26-0174491
(State or other jurisdiction of (Primary Standard Industrial (I.R.S. Employer
incorporation or Classification Code number) Identification Number)
organization)

870 Remington Drive
Madison, North Carolina 27025-1776
(336) 548-8700
(Address, including zip code, and telephone number, including area code, of registrant's principal executive offices)

Fredric E. Roth, Jr.
General Counsel and Secretary
Freedom Group, Inc.
870 Remington Drive P.O. Box 1776
Madison, North Carolina 27025-1776
(336) 548-8700
(Name, address, including zip code and telephone number, including area code, of agent for service)

Please address a copy of all communications to:

Arnold B. Peinado, I11, Esq. William J. Miller, Esq.
. Roland Hlawaty, Esq. Jonathan A. Schaffzin, Esq.
Milbank, Tweed, Hadley & McCloy Cahill Gordon & Reindel LLP
LLP 80 Pine Street
1 Chase Manhattan Plaza New York, NY 10005
New York, NY 10005 (212) 701-3000
(212) 530-5000

Approximate date of commencement of proposed sale to the public:
As soon as practicable after this Registration Statement becomes effective.

If any of the securities being registered on this Form are to be offered on a delayed or continuous basis pursuant to Rule 415 under the Securities
Act of 1933 check the following box. O

If this Form is filed to register additional securities for an offering pursuant to Rule 462(b) under the Securities Act, please check the following box
and list the Securities Act registration statement number of the earlier effective registration statement for the same offering. OJ

If this Form is a post-effective amendment filed pursuant to Rule 462(c) under the Securities Act, check the following box and list the Securities Act
registration statement number of the earlier effective registration statement for the same offering. 00

If this Form is a post-effective amendment filed pursuant to Rule 462(d) under the Securities Act, check the following box and list the Securities Act
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primary acquisitions (Bushmaster, Remington, DPMS and Marlin). FGI is a holding company controlled by Cerberus, dating back to the first
firearms acquisition of certain assets and liabilities of Bushmaster by Cerberus in April 2006.

Cerberus created FGI on March 30, 2007 and FGI subsequently acquired Remington Arms Company, Inc. on May 31, 2007. On December 13, 2007,
we acquired certain assets and assumed certain liabilities of Defense Procurement/Manufacturing Services, Inc. Subsequently, on January 28, 2008,
we acquired 100% of the shares of the Marlin Firearms Company and its subsidiary H&R 1871, LLC through our Remington subsidiary. We
currently conduct our business operations principally through our two main operating subsidiaries, Remington and Bushmaster.

We also have made four additional strategic acquisitions to supplement and expand the current brand portfolio and have participated in other
strategic joint-ventures through our non-wholly owned subsidiaries.

Our Products

Firearms

We design, manufacture and market our firearms primarily under the Remington, Marlin, Bushmaster, DPMS, H&R, L.C. Smith, Parker, Dakota
Arms, Miller Arms, and Nesika brand names. Through our diversified portfolio of leading brands, we offer a wide variety of long guns as well as
components which enable gun enthusiasts to build and continually upgrade and customize their firearms. Our brand strategy allows us to address a
variety of end-user preferences, ranging from hunting and shooting sports to government, military and law enforcement applications, from beginner
to accomplished shooters, as well as to build strong brand awareness and generate attractive cross-selling opportunities. As the largest firearms
manufacturer in the United States, we sold approximately 1.2 million long guns during the twelve months ended March 31, 2010.

For the twelve months ended March 31, 2010, firearms accounted for $481.8 million of net sales, or 58.0% of our total net sales. For the twelve
months ended March 31, 2010, on a pro forma basis, firearms accounted for $483.0 million in net sales, or 57.1% of our total net sales.

Ammunition

We are the largest manufacturer of commercial ammunition in the United States, and sold approximately 2.6 billion rounds of ammunition during the
twelve months ended March 31, 2010. As the only major supplier of both firearms and ammunition in the United States, we believe our ability to sell
ammunition creates a unique competitive advantage within the industry and allows us to solidify and extend our existing long-term relationship
with our loyal customer base. The NRA estimates 70 to 80 million people in the United States own approximately 300 million firearms, creating a
large installed base for our ammunition products.

Our ammunition offerings consist of a comprehensive line of sporting ammunition and ammunition reloading components, along with ammunition
for the government, military, and law enforcement markets, marketed under the Remington, UMC, Dakota and Barnes brand names both
domestically and internationally. Our ammunition products include in excess of 1,000 SKUs across 60 calibers, ranging from high volume,
promotionally priced products to premium, high performance products that meet the needs of the most demanding users of firearms. We have
developed and/or manufactured more types of cartridges than any other ammunition manufacturer, and we believe our ability to deliver a complete
military solution of firearms and ammunition is distinctive.

Product performance and innovation are core focuses for us and are important differentiators within the industry. We believe we are one of the
world's largest producers of centerfire rifle hunting
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lower inventory levels. These activities, which we call "continuous cost improvements," will continue to be a cornerstone of our organization as we
build and optimize our world class manufacturing platform.

Our manufacturing optimization efforts have also included the shift of some modern sporting rifle components and parts production into our plants
and away from third-party vendors. These efforts have made the combined organization considerably more flexible, improved our quality and
margins and enabled us to more quickly and efficiently address future changes in demand. The benefits of our past work are starting to appear in
our ability to leverage our existing manufacturing footprint during periods of high demand while maintaining variability in our cost structure. We
enhance this variability through our use of third parties for many modern sporting rifle components with no long-term contracts, so that we can
adjust our inventory quickly and at a low cost.

Pursue Complementary Acquisitions and Strategic Investments

We have built and strengthened our family of brands and products over the past three years, primarily through the successful integration of four
primary acquisitions (Bushmaster, Remington, DPMS and Marlin) made between April 2006 and January 2008. We did so with the goal of creating
the world's leading firearms and ammunition company. We have a proven track record of successfully identifying and integrating acquisitions, as
demonstrated by the integration of our brands, and have achieved significant operational improvements as a result. We intend to continue to
identify and pursue add-on strategic acquisitions or investments that expand and enhance our brand, product and intellectual property portfolio.
We seek to acquire highly complementary products, intellectual property or external capabilities to expand our portfolio or extend our brands and
channel relationships.

We completed four strategic acquisitions in 2009 financed by cash from operations, which we believe will enhance our business performance in
2010. On June 5, 2009, we acquired certain assets of Dakota Arms, LLC, a producer of high-end rifles, shotguns and ammunition for approximately
$1.8 million. This acquisition positions us in the largely customized, high precision, large caliber and safari segments of the market. In addition, on
September 22, 2009, we acquired certain assets from S&K Industries, Inc., a supplier of high quality walnut and laminate wood stocks for our
firearms operations for approximately $3.8 million ("S&mmp;K Acquisition"). We believe this acquisition will reduce certain costs of acquiring the
wood stocks and improve efficiencies in our firearms manufacturing processes. On October 2, 2009, we completed the acquisition of certain assets
of Advanced Armament Corp. for approximately $11.1 million, with an additional amount of approximately $8.0 million due in 2015 upon achievement
of certain conditions ("AAC Acquisition"). AAC manufactures and markets a full line of firearm accessory products used in certain military
(including current use by the DOD), law enforcement and commercial markets. Finally, on December 31, 2009, we completed the acquisition of
certain assets and liabilities of Barnes Bullets, Inc., a supplier of copper bullets, including copper-tin composite core bullets, for approximately $25.6
million ("Barnes Acquisition"). We believe this acquisition allows us to offer a premium product offering to complement our existing products and
to provide shooters and hunters with a premium line of high performance bullets.

Recent Transactions

On April 7, 2010, our wholly-owned subsidiary, FGI Holding, issued $225.0 million aggregate principal amount of 11.25%/11.75% Senior Pay-In-Kind
Notes due October 15, 2015. The net proceeds of the PIK Notes issuance of $220.5 million will be used to repurchase a significant portion of
preferred stock. See "Management's Discussion and Analysis of Financial Condition and Results of Operations—2010 Financing" and
"Description of Certain Indebtedness—Senior Pay-In-Kind Notes due 2015."

Prior to the issuance of the PIK Notes, FGI formed FGI Holding as a new wholly-owned subsidiary, which in turn formed a new wholly-owned
subsidiary, FGI Opco. In connection with the
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the world's leading firearms and ammunition company. We have focused on integrating and optimizing our consolidated business operations since
the spring of 2008. We have a proven track record of successfully identifying and integrating acquisitions, as demonstrated by the integration of
our brands, and have achieved significant operational improvements as a result. We intend to continue to identify and pursue add-on strategic
acquisitions or investments that expand and enhance our brand, product and intellectual property portfolio. We seek to acquire highly
complementary products, intellectual property or external capabilities to fill gaps in our portfolio or extend our brands and channel relationships.

We completed four strategic acquisitions in 2009 financed by cash from operations, which we believe will enhance our business performance in
2010. On June 5, 2009, we acquired certain assets of Dakota Arms, a producer of high-end rifles, shotguns and ammunition for approximately $1.8
million, which primarily consisted of inventory and equipment. This acquisition positions us in the largely customized, high precision, large caliber
and safari segments of the market, with premium and aspirational firearm and ammunition brands including Dakota Arms, Miller Arms and Nesika,
as well as Dan Walter premium gun cases. In addition, on September 22, 2009, we acquired certain assets from S&K Industries, Inc. ("S&K"), a
supplier of high quality walnut and laminate wood stocks for our firearms operations for approximately $3.8 million. The assets acquired are
primarily inventory, machinery and equipment. We believe this acquisition will reduce certain costs of acquiring the wood stocks and improve
efficiencies in our firearms manufacturing processes. On October 2, 2009, we completed the acquisition of certain assets of Advanced Armament
Corp. ("AAC") for approximately $11.1 million, with an additional amount of approximately $8.0 million due in 2015 upon achievement of certain
employment and financial conditions. AAC manufactures and markets a full line of firearm accessory products used in certain military and
commercial markets and provides us further product portfolio expansion. Finally, on December 31, 2009, we completed the acquisition of certain
assets and liabilities of Barnes, a supplier of copper bullets, including copper-tin composite core bullets, for approximately $25.6 million. We believe
this acquisition allows us to offer a premium product offering to complement our existing products and to provide shooters and hunters with a
premium line of high performance bullets.

Our History and Corporate Structure

With the goal of creating the world's leading firearms, ammunition and related products company, we have built a family of brands and products
through the successful integration of four primary acquisitions (Bushmaster, Remington, DPMS and Marlin). As a result of these acquisitions, we
have over 190 years of operational history in firearms, ammunition and related products.

FGl is a holding company controlled by Cerberus, dating back to the first firearms acquisition of certain assets and liabilities of Bushmaster by
Cerberus in April 2006. Our predecessor company was created on February 17, 2006 by CCM for the purpose of acquiring the business of
Bushmaster Firearms, Inc. Effective April 1, 2006, CCM completed the acquisition of certain assets and assumed certain liabilities of Bushmaster
Firearms, Inc.

FGI (formerly American Heritage Arms, Inc.) was formed on March 30, 2007 by CCM principally for the purpose of acquiring Remington Arms
Company, Inc., which was acquired on May 31, 2007. On December 12, 2007, through a series of transactions, Bushmaster Firearms International,
LLC and Remington Arms Company, Inc. became wholly owned subsidiaries of FGI. On December 13, 2007, through our subsidiary DPMS Firearms,
LLC, we acquired certain assets and assumed certain liabilities of Defense Procurement/Manufacturing Services, Inc. On January 28, 2008, we
acquired 100% of the shares of the Marlin Firearms Company and its subsidiary H&R 1871, LLC through our Remington subsidiary. We have
focused on integrating and optimizing our consolidated business operations for the past 27 months.
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We have made four additional strategic acquisitions to supplement and expand the current brand portfolio. On June 5, 2009, through our wholly
owned subsidiary DA Acquisitions, LLC, which was merged into Remington in October 2009, we acquired certain assets and assumed certain
liabilities of Dakota Arms. On September 22, 2009, we acquired certain assets from S&K. In addition, we completed the acquisition of certain assets
and the assumption of certain liabilities of AAC and Barnes on October 2 and December 31, 2009, respectively.

We have entered into strategic joint-ventures through our non-wholly owned subsidiaries. On March 19, 2007, we purchased an 80% ownership
interest in Precision Arms Center. On November 3, 2008, we purchased 27.1% ownership interest in INTC USA, LLC. On July 30, 2008, we purchased
a 61.8% ownership interest in EOTAC, LLC.

On February 13, 2009 we formed E-RPC, LLC as a wholly owned domestic subsidiary principally to carry out certain operating activities related to
our re-entrance into the handgun market.

On January 15, 2010, FGI formed a new wholly-owned subsidiary, FGI Holding Company, Inc. and FGI Holding formed a new wholly-owned
subsidiary, FGI Operating Company, Inc. In connection with the issuance of the PIK Notes, FGI transferred substantially all of its assets (principally
equity interests in its subsidiaries, other than the stock of FGI Holding) to FGI Opco and FGI Opco assumed all of the liabilities of FGI (other than
those that relate to the retained assets), including the obligations under the Opco Notes and the ABL Revolver.
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FREEDOM GROUP, INC. AND SUBSIDIARIES
NOTES TO CONSOLIDATED FINANCIAL STATEMENTS (CONTINUED)
($ IN MILLIONS, EXCEPT SHARE AND PER SHARE DATA)

2. Significant Accounting Policies (Continued)

financial statements should be excluded from net income when determining income available to common stockholders when calculating earnings
per share. During the period when a redemption of a portion of the outstanding preferred shares occurs, the redeemed shares should be considered
separately from other convertible preferred shares in determining whether the "of-converted" method is dilutive for the period. FASB ASU 2009-08
was effective in September 2009. The Company does not expect the adoption of FASB ASU 2009-08 to have a significant impact on its results of
operations, financial condition and equity.

In September 2009, the FASB issued FASB ASU 2009-09 "Accounting for Investments—Equity Method and Joint Ventures and Accounting for
Equity-Based Payments to Non-Employees". The ASU establishes SEC requirements for classifying income or expense related to stock-based
compensation to employees of an equity-method investee into the same income statement caption as equity earnings of the investee. FASB ASU
2009-09 was effective in September 2009. The adoption of FASB ASU 2009-09 has had no significant impact on the Company's results of operations,
financial condition and equity.

In December 2009, the FASB issued FASB ASU 2010-02 "Accounting and Reporting for Decreases in Ownership of a Subsidiary—a Scope
Clarification". The ASU clarifies the scope for decreases in ownership and deconsolidation provisions for (1) a subsidiary or group of assets that is
a business, (2) a subsidiary that is a business that is transferred to an equity method investee, and (3) an exchange of a group of assets that
constitutes a business for a noncontrolling interest in an entity. Decreases in ownership provisions in accordance with FASB ASC 810
"Consolidations" are not applicable to sales of in substance real estate or conveyances of oil and gas mineral rights. Decreases in ownership of
subsidiaries not categorized as businesses should follow applicable guidance outside of ASC 810. If no other guidance exists, the decrease in
ownership should follow the provision guidelines in ASC 810. The ASU also requires additional disclosures about the deconsolidation of the
subsidiary. FASB ASU 2010-02 is effective for interim and annual periods ending on or after December 15, 2009. The adoption of FASB ASU 2010-02
has had no significant impact on the Company's results of operations, financial condition and equity.

3. Business Combinations
As discussed below, the Company has made various acquisitions. These acquisitions are being accounted for as business combinations using the
acquisition method, in accordance with FASB ASC 805 "Business Combinations" whereby the final purchase price (including assumed liabilities) is

allocated and pushed down to the assets acquired based on their estimated fair market values at the date of the acquisition.

For income tax purposes, since the RACI and Marlin acquisitions were purchases of stock, the tax basis of the assets and liabilities were not
changed. The identifiable intangibles and goodwill are not deductible for tax purposes.

RACI Holding, Inc.

The shares of RACI, the previous sole stockholder of Remington, were purchased by the Company on May 31, 2007 (the "Closing Date"), pursuant
to the stock purchase agreement dated as of April 4, 2007 (the "Stock Purchase Agreement"), between RACI, its stockholders and holders of
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PART I

Item 1. BUSINESS

RACI Holding, Inc. ("Holding") and its wholly-owned subsidiary
Remington Arms Company, Inc. ("Remington"), are Delaware corporations organized
in 1993 at the direction of Clayton, Dubilier & Rice, Inc. ("CD&R"), a private
investment firm, to acquire (the "Acquisition") substantially all the assets
and business of Sporting Goods Properties, Inc. ("Sporting Goods") as well as
certain other assets of E. I. du Pont de Nemours and Company ("DuPont" and
together with Sporting Goods, the "Sellers") used in connection with the
marketing of fishline and fishline accessories (such assets and business
collectively, the "Business"). Unless the context otherwise requires, the term
"Company" means Holding and its subsidiaries, including Remington.

Founded in 1816, the Company is engaged in the design, manufacture and
sale of sporting goods products for the hunting/shooting sports and related
markets. The Company's product lines consist of firearms, ammunition, fishline
and hunting/gun care accessories sold under the Remington(R) name and other
labels, fishing products sold under the Stren(R) and Remington (R) names and
other labels and clay targets.

Certain market share and competitive position data contained in this
report is based on the most recent data published by the National Sporting
Goods Association ("NSGA"), American Sports Data, Inc. ("ASDI") and the
National Sports Markets Research Group ("SMRG"). The Company believes that such
data is inherently imprecise and may not accurately reflect the Company's
market shares for more recent periods, but is generally indicative of its
relative market share and competitive position.

The following sets forth the Company's sales for its aggregated
operating segments for the periods shown (see Note 20 to the Company's
consolidated financial statements for the year ended December 31, 2001
appearing elsewhere in this report):

Year Ended December 31,

2001 2000 1999
Hunting/Shooting Sports $ 340.3 $ 345.1 $ 354.0
Other (a) 42.8 43.6 49.1
Total Sales $ 383.1 $ 388.7 $ 403.1

(a) Consists of fishing products, accessories, clay targets and commercial
powder metal product ("PMP") parts.

Hunting/Shooting Sports

Remington is the only domestic manufacturer of both firearms and
ammunition. The Company enjoys a domestic market leadership position for many
of its firearms product lines and is one of the three major manufacturers in
the domestic ammunition market. According to ASDI in 2000, approximately 27
million people in the United States enjoy shooting sports, including
approximately 17 million who hunt annually. Overall, the market for
hunting-related products is a large, mature market that the Company believes
generally will remain relatively flat, at least in the near future. Total
domestic consumer expenditures in this market for hunting and firearms
equipment, including ammunition in 2000 was estimated by NSGA to be
approximately $1.6 billion.

The Company believes that a number of trends currently exist that are
potentially significant to the hunting/shooting sports market. First, the
Company believes that the development of rural property in many locations has
curtailed or eliminated access by hunters to private and public lands. However,
the Company also believes that the number of private hunting facilities is
increasing, as is the availability of alternatives to traditional hunting
activities, such as sporting clays and shooting games that simulate hunting,
and that these trends may help offset increasing restrictions on access and
land use. Second, environmental issues, such as concern about lead in the
environment, may also adversely affect the industry. See "--Environmental
Matters." The Company has developed a line of shotshells that use steel shot
and a new line of Premier (R) Hevi Shot (TM) that uses a tungsten-nickel-iron
alloy instead of the industry standard lead shot. These shotshells are intended
to reduce the amount of lead being introduced into the environment and to
appeal not only to the shooter legally required to use steel shot, but also to
the environmentally concerned
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account, Wal-Mart. Our sales to Wal-Mart are generally not governed by a written long-term agreement. In the event that Wal-Mart significantly
reduces or terminates its purchases of firearms and/or ammunition from us, our financial condition, results of operations or cash flows, could be
adversely affected.

Wal-Mart, together with another customer, accounted for approximately 21% and 16% of our accounts receivable balance as of December 31, 2008
and as of June 30, 2009, respectively. This other customer, due to the timing of its purchasing, usually maintains significant amounts of accounts
receivable at the end of our fiscal year. In the event that this customer incurs financial difficulty and is unable to pay its account in full, our financial
condition, results of operations or cash flows could be adversely affected.

We have experienced a significant increase in demand for certain of our products since late 2008. There can be no assurance that this
increased demand for certain firearms and ammunition will continue.

Demand for firearms and ammunition has increased significantly since late 2008, which we believe has been due in part to increased consumer
uncertainty relating to new and potentially more restrictive legislation, and the increase of home defense spending in light of the global economic
downturn. While we view this increase in demand as a significant long-term opportunity to expand our customer base and strengthen our customer
relationships, there can be no assurance that this increased demand will continue or that demand will not decrease in the near or long-term. Any
decrease in market demand for our products could have a material adverse effect on our business, financial condition, results of operations or cash
flows.

We are dependent on a number of key suppliers. Loss of or damage to our relationships with these suppliers could have a material adverse
effect on our business, financial condition, results of operations or cash flows.

To manufacture our various products, we use many raw materials, including steel, zinc, lead, brass, copper, plastics and wood, as well as
manufactured parts purchased from independent manufacturers. An extended interruption in the supply of these or other raw materials or in the
supply of suitable substitute materials would disrupt our operations, which could have a material adverse effect on our business, financial
condition and results of operations. Furthermore, we may incur additional costs in sourcing raw materials from alternative producers.

For a number of our raw materials, we rely on one or a few suppliers. Alternative sources, many of which are foreign, exist for each of these
materials. We do not, however, currently have significant supply relationships with any of these alternative sources. We cannot estimate with any
certainty the length of time that would be required to establish alternative supply relationships, or whether the quantity or quality of materials that
could be so obtained would be sufficient.

In addition, we rely on a limited number of vendors to perform machining processes on key rifle components. Any disruption of the operations of
one of our key vendors could materially impact our ability to obtain certain rifle components. In the event that we lose one of our principal vendors,
we may not be able to find an alternative vendor in a timely fashion, and as a result, our ability to produce rifles could be materially and adversely
affected.

We have been increasing the prices on certain of our products and shortening sales terms. These higher product selling prices coupled with
reduced sales terms could limit sales, which could negatively impact our business, financial condition, results of operations or cash flows.

We have imposed price increases on our customers in an attempt to offset cost increases relating to materials and energy (including lead, copper,
zinc, brass, steel and fuel) that we have experienced. We have also worked to reduce sales terms over the past several years related to certain
working capital initiatives. These higher product prices and shorter sales terms could limit our sales in
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extent it is referred to as a division at any point, just

|l et ne know.

A Ckay.
Q Can you wal k nme through -- we do have org charts
that we will get to later, but it's -- we have a large file

of org charts, but can you just wal k nme through your
recol l ection of the departnents that were in old
Bushmast er ?

MR. VOGIS: Feel free to refer to docunents if
you need to.

A In the old Bushmaster, okay, there is --

MR. VOGIS: The question is what departnments were
there within the conpany.

A kay. Wthin the conmpany of the old Bushnmaster,
we had the accounting departnent, we had the sales
department, production departnent, shipping departnments and
war ehouse departnent. Those are the ones that | --

Q Do you know if there --

A Excuse ne.
Q Sorry.
A Those are the ones that | recall.

Q And do you recall if old Bushmaster had a
mar keti ng or an advertising departnent?
A W had an individual that wasn't really put into

the departnent. He did graphics. It was a graphics
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departnment. He did -- he did our photography.

Q Wuld he -- and what's the nane of this
i ndi vi dual ?

A Jonat han C ar k.

Q And you nention himhere. Wuld he have been in
charge of any advertisenents or catal ogs?

A Yes.

Q Wul d it have been advertisenents and catal ogs or
just one or the other?

A Bot h.

Q D d he have any enpl oyees wor ki ng under hin?

A No.

Q And where -- who would he have reported to, would
he have reported to one of the managers of the departnents
you listed or would he have just reported directly to the
seni or nost manager ?

A Yeah, he woul d have reported to John DeSantis at
that tine.

Q kay. Al right. Do you know if there was a
conpl i ance departnent?

A Yes.

Q This is the old Bushnaster.

And how many i ndi vi dual s approxi mately woul d you
say worked in that departnent?

A As | recall, two.
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departnent for approval of the advertisenents?

A Yes, he woul d.

Q And do you recall who in the sal es departnent
woul d have been responsi ble for that approval ?

A That woul d be ne.

Q Al right. So let's talk a little bit about the
departments following the acquisition by Cerberus. Do you
recall if there was any consolidation or reorgani zation of
t he existing departnents? We will first talk about in the
i mredi ate aftermath of acquisition.

MR. VOGIS: And the question was was there any
consolidation of departnents imredi ately after the
acqui sition?

MR. SCHUTTE: That's correct, so any
consolidation or reconfiguration of the departnents that we
j ust wal ked t hrough.

A No.

Q Do you recall if there -- at any point between the
time of acquisition through the closure of the Wndham
operations, were there any consolidations or
reorgani zati ons of the departnments in Bushmaster?

A Yes.

Q And what do you recall were those changes in
depart ment s?

A My recollection, | believe it was 2007 that the
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mar keti ng functi on was noved down to Rem ngton in North
Carolina and John Cark had | eft the conpany, so --

Q And did M. dark | eave because of that
reconfiguration or had he left prior to it?

A No, he left after the reconfiguration.

Q Do you recall if he was | et go because of the
reconfiguration?

A No, actually, he -- as | recall, he was ready to
retire.

Q Al right. So from 2007 onwards, is it your
recol l ection that marketing and advertisenent for -- for
Bushmast er were handl ed by Rem ngton?

A Yes.

Q Do you recall who the nmarketing and adverti sing
enpl oyees at Rem ngton reported to at Bushmaster?

A Reported to at Bushmaster. |In that tinmeframe, it
woul d have been Scott Bl ackwell .

Q Okay. And | know we tal ked about conpliance and
| egal before. Do you recall if there was a -- a conpliance
function at Bushmaster follow ng acquisition?

A When you say conpliance, is that in the human
resource function or -- because we had two definitions of
conpl i ance because you have ATF conpliance and then you
have HR and | egal conpliance is how we | ooked at it back

t hen.
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Q Did you ever -- did you ever work in -- well
first of all, old Bushmaster is what we were referring to
as preacqui sition Bushnaster?

A Ri ght .

Q And ol d Bushmaster had a snmall marketing
departnment so to speak or no?

A Boy, it was -- the old Bushmaster is just one
person that would handle getting catal ogs printed and al
that type of stuff that we had at the tine, flyers, you
know.

Q And that was really true throughout the tine

until -- until the acquisition essentially, right, a smal
mar keti ng person, | guess, person or two that would do
cat al ogs, but not much beyond -- no Internet, no soci al

media, things |like that?
A Yeah, not -- no, not at that time, not the old
Bushnmaster. W were just -- we were just starting on

social media and was doing very little at that tine.

Q Did you -- in old Bushnmaster days, did you do
any -- do you recall doing any social nedia at all?
A | don't recall. | didn't personally.

Q One of the things | want to do in this deposition
is just to be very clear about how nuch invol venent if any
you had in any of the marketing as tine went on because of

course that's a very big part of our focus, so part of it
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funds for ny sal es prograns.

Q And, let's see, can you describe -- because the
term sal es and marketing sonetinmes |look a |lot |ike each
other and they are referred to in the sane kind of sentence
as being related, but I -- it sounds like in old
Bushrmaster, there was sort of this -- there was not a clear
delineation and that the nmarketing was very basic
ol d-fashi oned marketing; is that true?

A Yes, that's correct.

Q And that the acquisition by Cerberus sonetinme
after that, the marketing becanme significantly nore
expensi ve, nore sophisticated and nore specialized; is that
true?

A Yes, you know, | could tell just in the quality of
t he phot ography, for exanple, it was professionally done as
opposed to just having us do it at the factory.

Q s that right, so you -- did you have to pick up
the canera once in awhile and take a picture?

A Oh, yeah, yes, | did.

Q Were you yourself featured in any catal ogs or --

A No.

Q No. Al right. Wll, you m ssed your

opportunity, | guess.
So -- so nmaybe just so that we have a record, how
woul d you describe | guess the -- in the post 2006 era
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correct?

A W were just starting to, yep, just starting to
put a plan together on, you know, gathering nore
i nformati on on what custoner wants and needs were.

Q And t hat becane increasingly nore sophisticated
and expensive after the acquisition, is that fair to say?

A Yes.

Q And it involved a greater and greater expansion
into the on-line market, correct?

A That's correct.

Q And did you have any involvenent in that part of
what is sort of -- there are sone sales parts that | know
and there's marketing parts, but did you have invol venent
in that up until the tinme you |left Bushmaster?

A | had not much invol venrent on that side of it.

Q Now | brought up the nanme AR-15.com It sounds
like I hit on the one -- on the big one. Wre there other
websites prior to the acquisition that you can recal
pronmoting material or having or keeping track of -- and so
forth?

A Boy, that's -- AR-15.comis the primary because
it's specific to that style rifle, so I'mnot aware of
ot her sites, but there may have been other sites, you know,
that Erik was tracking on or logging in and checki ng out

what conversations were goi ng on.
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CERTI FI CATE

|, Lisa S. Bishop, RPR, RVMR, a Notary Public in
and for the State of Maine, hereby certify that the
wi t hi n-named deponent was sworn to testify the truth, the
whol e truth, and nothing but the truth, in the
af orenenti oned cause of acti on.

| further certify that this deposition was
stenographically reported by me and | ater reduced to print
t hrough Conput er-Ai ded Transcription, and the foregoing is
a full and true record of the testinony given by the
deponent.

| further certify that I ama disinterested
person in the event or outcone of the above-named cause of
action.

I N WTNESS WHERECF, | subscribe my hand

Lisa S. Bishop, RPR, RVMR, Notary Public

My Comm ssion Expires: January 27, 2023
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defense and recent rises in demand brought about by regulatory and legislative concerns, these markets have grown
over the past five years.

We believe our scale and product breadth are unmatched within our industry. We are one of only two
major U.S. companies that manufacture both firearms and ammunition, which we believe provides a competitive
advantage, supports our market leadership position and adds a recurring revenue component to our sales. We also
believe that our portfolio of products is more diverse and expansive than those of other manufacturers of both
firearms and ammunition based on the number of product categories in which we participate.

Our Defense Division is an active participant in the Law Enforcement, International Military, and U.S.
Federal and Military markets for ammunition, shotgun, carbine, sniper rifle, and suppressor categories. We are one
of the market leaders in the military sniper rifle and law enforcement shotgun markets and a major provider of
service and training/duty use ammunition. Additionally, our work in shaping international requirements over the
last 5 years resulted in contracts with the Republic of the Philippines for M4-type carbines that will support its
domestic and regional security operations. We believe that our commitment to researching and developing creative
new products with end user input, along with our commitment to providing the highest quality firearm solutions
available for law enforcement and military customers provides an opportunity for attractive revenue diversification
while reinforcing the strength of our brands with consumers.

By improving machinery and equipment in our manufacturing process and by leveraging new technologies,
we believe that we can improve our quality and cost position. To that end, in 2015 we invested $44.9 million in
capital equipment for new product innovation and maintenance projects.

We currently manufacture our products in eight primary facilities with an aggregate 2.6 million square feet
of manufacturing space, enabling us to deliver our products in the U.S. and globally to approximately 55 countries.
The majority of our revenue is derived from three key firearms facilities in Ilion, New York, Huntsville, Alabama
and Mayfield, Kentucky and our primary ammunition plant in Lonoke, Arkansas. We are continuously evaluating
options to improve our competitive position in manufacturing through investments in equipment, facilities and best
practices which also contribute to improvements in gross margin. In 2014, we undertook an expansion at our
Lonoke ammunition factory. This production facility, which came on-line in the second half of 2014 and is fully
operational, has significantly expanded our centerfire pistol and revolver (“P&R’) ammunition capacity, enabling us
to meet the industry-wide demand for these rounds. Our Huntsville facility became fully operational in 2015. In
addition to capacity expansions to meet demand, our capital investment program is also key to our margin
improvement initiative, as new and more efficient machines enable us to realize lower manufacturing costs.

Our History and Corporate Structure

Remington Outdoor Company is a holding company currently controlled by Cerberus Capital Management
(“CCM”). Our predecessor company, Bushmaster Firearms International, LLC, was created in 2006 by CCM for
the purpose of acquiring the business of Bushmaster Firearms, Inc., which subsequently merged with Remington
Arms Company, Inc. on December 12, 2007, creating Freedom Group, Inc., which was subsequently renamed
Remington Outdoor Company.

Our Market Opportunity

We compete in multiple marketplaces for firearms, ammunition and related accessories. End-user markets
include U.S. and international consumers, such as sportsmen, hunters, recreational shooters, and individuals desiring
personal protection, police departments, the U.S. Military and allied foreign governments. The total size of the
domestic commercial market for firearms was approximately $3.8 billion in 2014 according to Federal Excise Tax
data. Through our broad portfolio of brands, we are active in many growth segments of the firearms industry, which
helped us achieve the #1 market position in 2014 in many of the categories in which we compete. We are also a
leading provider of ammunition, which had a total domestic commercial market of approximately $2.7 billion in
2014, holding the #3 position overall in 2014. According to the National Shooting Sports Foundation (“NSSF”),
domestic consumer long gun sales (based on Federal Excise Tax data) have grown at a 14.5% CAGR from 2010
through 2014 while handgun sales have grown at a 14.0% CAGR from 2010 through 2014. We believe we are the
largest producer of commercial MSRs, a market that has grown at a 28% CAGR from 2010 through 2014. Further,
the NSSF estimates that domestic consumer ammunition sales grew at a 15.9% CAGR from 2010 to 2014.
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Message

From: Eric Barnes [eric@broco.com]

Sent: 9/4/2007 6:50:25 PM

To: Trull, John [/O=REMINGTON/OU=REMARMS1/CN=RECIPIENTS/CN=TRULLIC]

CC: Russo, Alfred D. [/O=REMINGTON/OU=REMARMS1/CN=RECIPIENTS/CN=RUSSOAD]; Eric West [ewest@broco.com]
Subject: Re: Shooting wire[Scanned]

Thanks, John. Great input.
We've discussed a bit internally and really like the modularity aspect as well.

The following text is from the Guns and Ammo Metcalf article:

Because of its modular design, an AR is very easy to "sporterize” at your home workbench. The range of available quick-
install AR accessories is nearly infinite, including a wide variety of precision-adjustable metallic sights, a diversity of optical
sight-mount options, many different designs of adjustable or fixed buttstocks and forends (handguards), and attachments for
varied styles of carrying and/or shooting slings and bipods for long-range precision shooting. A growing number of AR
users are also taking advantage of the basic design to have different upper receivers in different chamberings
and/or barrel lengths/weights made to attach to the same lower receiver (legally the serial-numbered actual
"firearm"), making an AR nearly as versatile as a T/C Encore.

Will any of the Remington models offer the ability to change chamberings? If so, it really beefs up the modular
description.

Thanks.

Eric

On Sep 4, 2007, at 1:30 PM, Trull, John wrote:

FYl. AR article below. From my standpoint, | have built a couple of little lists of key words which consist of design characteristics as well as features, and 3 list of
words to avoid.

Good Words

American

Light Weight

Air-Cooled

Magazine Fed
Repeating Rifle
Modular

Direct Gas Impingement

Words To Avoid
Assault

Weapon

Cambat
Autornatic

As Al and | discussed this morning, this is Remington's opportunity o legitimize the AR-15 system as a hunting product. There are so many negative associations
with the guns and we believe that we need to determine how best to re-position the product in the market as a legitimate tool for hunters. We need to tell a story
that focuses on the merits of the platform for hunting and shift focus away from negative connotations. There are a number of very great things about this platform
for hunters. Itis very efficient, accurate and is extremely easy to maintain due to its modular design characteristics. Ever try to get in and clean a Model 7400 or
Model 7507 ltis a nightmare. Not o mention the fact that the AR platform was designed an built to withstand high round counts and take a tremendous amount of
abuse without malfunctions. Itis a tough and tenatious character designed to stand up to the harshest conditions. | really believe the modularity aspect of the gun
is a pretty strong position to take and play up along with the robustness of the design.
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John C. Trull

Director of Marketing - Firearms
Remington Arms Company, Inc.
P.O. Box 700

870 Remington Drive

Madison, NC 27025-0700
Phone: (336) 548-8737

Fax:  (336)548-7737

Mobile: (336) 209-4064
john.trull@remington.com
www.remington.com

From: Russo, Alfred D.

Sent: Wednesday, August 29, 2007 7:53 AM
To: Blackwell, Scott

Cc: Trull, John; Campbell, Don H.

Subject: Shooting wire

Wanted to make sure you all saw Jim’s editorial from this mornings Shooting Wire.

Fodder for thought.

A Rose By Any Other Name

Last weekend, 1 was a guest on Tom Gresham's "Gun Talk" radio show. During that time, I was very
impressed with a discussion topic that popped up during my time on the air.

The topic turned to AR-15 style rifles. More specifically, to how we have allowed the anti-firearms crowds to
define the terms for those rifles.

"Assault rifle" is the one that's most frequently poked us in <image001.jpg>

the eye. In a very ineffective counter -punch, we've called

them "black rifles” and still allowed the dark purposes OK, it may have started life as a military rifle, but it has changed in civilian life.
metaphor to pervade the terminology.

Gresham's callers raised a couple very good suggestions for terms to use instead of AR-style. Their terms
were positive - moving directly to the purposes this most-versatile firearm can serve, not its military
beginnings.

The first term: "General Purpose Rifle" (GPR). I liked this one because it speaks to what the AR-platform has
become. It really can serve virtually any purpose, from target shooting and "plinking” (another term 1 despise)
to the big-bore long-range capabilities of the rifle when chambered for the calibers from .308 (AR-10s) to the
emerging .338 Lapua and the big-daddy of them all, the .50-caliber BMG. From varmint control to self-
defense and hunting, it can truly do the job.

The AR-rifle is a single platform that offers a lot of flexibility in a semi-automatic option. It can be equipped
for virtually any job and in a huge variety of magazine capacities.

Bolt-actions have virtually the same capabilities - yet they are universally considered by the anti-crowd as
"hunting rifles". This is despite the fact that they've been the weapon of choice for military and police tactical
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marksmen (snipers) for decades - and came from military roots.
So, I'm thinking the GPR designation is appropriate for the AR-platform.

It is regularly used for everything from home defense to big-game hunting, and it's mission-capable in all
those configurations.

In fact, the AR-platform is the "lever gun of our era.”

But there was a second term suggested that also seems to have a lot going for it: "utility rifle.”

That goes to the heart of the matter - the AR-platform is the utility option for today.

Like the lever actions that emerged from the 1800s and are still valued and useful today, the AR has evolved
from its originally military beginning (name an innovative device in our society today didn't start as a military

development) to become the rifle of choice for many.

Granted, lots of these shooters learned marksmanship in the military and have continued their shooting
experience from there. Others have resumed it years later, but wanted a rifle with which they were familiar.

Enter the AR-platform. Like the tens of thousands of M-1 rifles many of our fathers "sporterized" after their
military service, the AR is the rifle many middle-age and younger shooters know best.

Too often, we've often allowed the anti-gun spokespersons to define our terminology.

"Saturday Night Specials” broadened to include about any sort of small handgun that could be concealed. The
term became the base from which many cities outlawed hand guns because they were "too small”.

Likewise, "magnum" was turned against us by the groups that wanted to outlaw guns they thought were "too
big."

If we start referring to our "General Purpose Rifles" or "Utility Rifles" or even our "General Purpose Utility
Rifles" - we've blunted the inflammatory -and inaccurate term - "assault rifle.” We've also spoken to the real
uses of the rifle.

It may be too-late to turn the tide of public opinion in some areas; they're simply too-liberal (actually too-close
minded ) to consider the fact that maybe their opinions were founded on biased descriptions and "loaded”

terminology.

For the larger part of the country, however, it may be possible to more accurately describe the rifle by its
capabilities, rather than it's genealogy or magazine capacities.

We'd like to know what you think .

What is the term or phrase that best describes the AR-15 style rifle in your mind? It doesn't have to be either
of these terms, but we're looking for a term that blunts the inflammatory - and inaccurate term - assault rifle.

Send me your suggestions at jim@theoutdoorwire.com .

We want to hear from as many of you as possible.
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Together, we might come up with a term or description that helps all of us keep and defend our Second
Amendment rights.

-Jim Shepherd

Al Russo

Remington Arms Co Inc
870 Remington Dr

P. O. Box 700

Madison, NC 27025-0700
336-548-8572 Voice

336-548-7772 Fax

Message was spam and virus filtered by Vircom Modusgate appliance

Eric Barnes

Sr. Vice President
Brothers & Co.
4860 S. Lewis
Tulsa, OK 74105
918 743 8822
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Message

From: Russo, Alfred D. [/O=REMINGTON/OU=REMARMS1/CN=RECIPIENTS/CN=RUSSOAD]

Sent: 9/4/2007 6:54:01 PM

To: Trull, John [/O=REMINGTON/OU=REMARMS1/CN=RECIPIENTS/CN=Trulljc]; Eric Barnes (eric@broco.com)
[eric@broco.com]

cC: Eric Barnes [eric@broco.com]

Subject: RE: Shooting wire

This is a Semi Auto (Action Type)

Field strippable and cleanable

Easily accessorized and customized

Like a shot gun has interchangeable barrels and maybe calibers in the near future

Ability to change depending on the game ( species ) you are hunting. Varmint, predator, small game, Hog, deer

9 pounds is not light weight be carefulll Ok some are light weight
| like Modular Semi Auto  (MSA) Flexible Semi Auto  (FSA)
Al Russo

336-548-8572 Voice
336-548-7772 Fax

From: Trull, John

Sent: Tuesday, September 04, 2007 2:30 PM
To: Eric Barnes (eric@broco.com)

Cc: Russo, Alfred D.

Subject: FW: Shooting wire

FYI. AR article below. From my standpoint, | have built a couple of little lists of key words which consist of design
characteristics as well as features, and a list of words to avoid.

Good Words

American

Light Weight

Air-Cooled

Magazine Fed
Repeating Rifle

Modular

Direct Gas Impingement

Words To Avoid
Assault

Weapon

Combat
Automatic

As Al and | discussed this morning, this is Remington's opportunity to legitimize the AR-15 system as a hunting

product. There are so many negative associations with the guns and we believe that we nead to determine how best fo
re~-position the product in the market as a legitimate tool for hunters. We need to tell a story that focuses on the merits of
the platform for hunting and shift focus away from negative connotations. There are a number of very great things about
this platform for hunters. It is very efficient, accurate and is extremely easy to maintain due to its modular design
characteristics. Ever {ry to get in and clean a Model 7400 or Model 7507 It is a nightmare. Not to mention the fact that
the AR platform was designed an built to withstand high round counts and take a tremendous amount of abuse without
malfunctions. ltis a fough and tenatious character designed to stand up to the harshest conditions. | really believe the
modularity aspect of the gun is a pretty strong position to take and play up along with the robustness of the design.

John C. Trull
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Director of Marketing - Firearms
Remington Arms Company, Inc.
P.O. Box 700

870 Remington Drive

Madison, NC 27025-0700
Phone: (336) 548-8737

Fax:  (336) 548-7737

Maobile: (336) 209-4064
john.trull@remington.com
www.remington.com

From: Russo, Alfred D.

Sent: Wednesday, August 29, 2007 7:53 AM
To: Blackwell, Scott

Cc: Trull, John; Campbell, Don H.

Subject: Shooting wire

Wanted to make sure you all saw Jim’s editorial from this mornings Shooting Wire.

Fodder for thought.

A Rose By Any Other Name

Last weekend, 1 was a guest on Tom Gresham's "Gun Talk" radio show. During that time, I was very
impressed with a discussion topic that popped up during my time on the air.

The topic turned to AR-15 style rifles. More specifically, to how we have allowed the anti-firearms crowds to
define the terms for those rifles.

"Assault rifle" is the one that's most frequently poked us in
the eye. In a very ineffective counter -punch, we've called
them "black rifles" and still allowed the dark purposes
metaphor to pervade the terminology.

OK, it vle,”but it has changed in civilian life.

Gresham's callers raised a couple very good suggestions for terms to use instead of AR-style. Their terms were
positive - moving directly to the purposes this most-versatile firearm can serve, not its military beginnings.

The first term: "General Purpose Rifle" (GPR). I liked this one because it speaks to what the AR-platform has
become. It really can serve virtually any purpose, from target shooting and "plinking" (another term 1 despise)
to the big-bore long-range capabilities of the rifle when chambered for the calibers from .308 (AR-10s) to the
emerging .338 Lapua and the big-daddy of them all, the .50-caliber BMG. From varmint control to self-
defense and hunting, it can truly do the job.

The AR-rifle is a single platform that offers a lot of flexibility in a semi-automatic option. It can be equipped
for virtually any job and in a huge variety of magazine capacities.

Bolt-actions have virtually the same capabilities - yet they are universally considered by the anti-crowd as

"hunting rifles". This is despite the fact that they've been the weapon of choice for military and police tactical
marksmen (snipers) for decades - and came from military roots.
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So, I'm thinking the GPR designation is appropriate for the AR-platform.

It is regularly used for everything from home defense to big-game hunting, and it's mission-capable in all
those configurations.

In fact, the AR-platform is the "lever gun of our era.”

But there was a second term suggested that also seems to have a lot going for it: "utility rifle.”

That goes to the heart of the matter - the AR-platform is the utility option for today.

Like the lever actions that emerged from the 1800s and are still valued and useful today, the AR has evolved
from its originally military beginning (name an innovative device in our society today didn't start as a military

development) to become the rifle of choice for many.

Granted, lots of these shooters learned marksmanship in the military and have continued their shooting
experience from there. Others have resumed it years later, but wanted a rifle with which they were familiar.

Enter the AR-platform. Like the tens of thousands of M-1 rifles many of our fathers "sporterized" after their
military service, the AR is the rifle many middle-age and younger shooters know best.

Too often, we've often allowed the anti-gun spokespersons to define our terminology.

"Saturday Night Specials” broadened to include about any sort of small handgun that could be concealed. The
term became the base from which many cities outlawed hand guns because they were "too small”.

Likewise, "magnum" was turned against us by the groups that wanted to outlaw guns they thought were "too
big.”

If we start referring to our "General Purpose Rifles" or "Utility Rifles" or even our "General Purpose Utility
Rifles" - we've blunted the inflammatory -and inaccurate term - "assault rifle." We've also spoken to the real
uses of the rifle.

It may be too-late to turn the tide of public opinion in some areas; they're simply too-liberal (actually too-close
minded ) to consider the fact that maybe their opinions were founded on biased descriptions and "loaded"

terminology.

For the larger part of the country, however, it may be possible to more accurately describe the rifle by its
capabilities, rather than it's genealogy or magazine capacities.

We'd like to know what you think .

What is the term or phrase that best describes the AR-15 style rifle in your mind? It doesn't have to be either
of these terms, but we're looking for a term that blunts the inflammatory - and inaccurate term - assault rifle.

Send me your suggestions at jim@theoutdoorwire.com .

We want to hear from as many of you as possible.

Together, we might come up with a term or description that helps all of us keep and defend our Second
Amendment rights.
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-Jim Shepherd

Al Russo

Remington Arms Co Inc
870 Remington Dr

P. O. Box 700

Madison, NC 27025-0700
336-548-8572 Voice
336-548-7772 Fax
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Recap of Meeting on October 14, 2009

10/14 LOCATION:
ATTENDEES:

Planning Meeting Recap

Freedom Group and Brothers & Co,

10.14.09

YO Ranch Hotel, Kerrville, TX
FGI: Marc Hill, Roy Gifford, John Trull, Tom Scott

Brothers: Eric Barnes, Eric West, Theresa Sindelar

2010 Media Planning

Discussed 2010 media planning parameters for all brands (Remington, Marlin,
H&R/NEF, Bushmaster and Dakota Arms).

= Media Mix
Reviewed overall media mix and agreed in principal to the approach, with
the caveat that buckets may shift based on needs for the individual

O

campaigns.

= Campaign/product priorities

Established initial planning budgets by brand & product. Overall number
subject to change upon final approval of marketing budget, but allocations
to each brand/product to remain proportionate to current outline. (See
separate document initial budget parameters.)

Highlights from each brand discussion follow:

o)

O

Remington
|dentified areas of focus across firearms and ammunition
product lines.

)

O

Tom Scott to confirm whether or not Core-Lokt
Ultra Bonded AND Core-Lokt will be supported, or
only Core-Lokt. The go forward strategy for Premier
ammunition will be a driving factor.

Where applicable to support the ammunition
campaigns, full-page firearm ad placements to
include third-page vertical ammunition ad on

opposing page.

Marlin Campaign Focus
Identified the following as areas of focus. Need to explore
options for inclusion of the 336 within this approach.

O
O
O

“Big loop” rifles

Model 308/338 rifles

Model XL7 rifles (need to explore ideas to insure
this product is positioned against Savage as
opposed to the 770)
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Recap of Meeting on October 14, 2009

e H&R & NEF

o Currently no allocation to support NEF in 2010.

o NEF Pardner semi-auto and pump moved to H&R
(Sportsman line)

o H&R dollars reduced to $25k each for shotguns
and rifles. Predominantly web exposure with sales
driven value message.

¢ Dakota Arms

o Primary message centered around health of the
company and continued quality of products.

o FGlto run current 60k snail mail list through Info
USA in an attempt to convert to email. Utilize
emails gained to assure prior customers of the
brand’s solid foundation.

= SHOT Show Media
o Confirmed immediate insertions for SHOT Tracker et al will be utilized for
support of the 887.
o Beyond previously committed insertions, no additional SHOT advertising
planned at this time. Potentially add SHOT Daily insertions pending timing
of 1911 and HyperSonic Steel launches.

e 2010 Turkey Media Plan
Discussed overall print ad plan for Turkey products. Agreed to reduce spend to
$25k for ammunition and firearms collectively. Run one combo ad in vertical
turkey publications only.

Action ltems:
e 10/29/09 — Broco to provide updated ad layouts

= 2010 TV Sponsorships
o Discussed 2010 commitments. Final price negotiations in process for two
shows. The targeted all-in TV number is $750k.

= Sponsorship Proposals

o Discussed Chasing Trophy Whitetails, NWTF and DU sponsorship
proposals. Agency to review media value of proposals and recommend
next steps.

Action ltems:
= 10/19/09 — FGI to confirm Core-Lokt and Premier ammunition
campaign budgets

= 10/23/09 — Broco to provide timeline for first draft media plan
based on the agreed parameters.

= 10/23/09 — Broco to provide feedback on Chasing Trophy
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Recap of Meeting on October 14, 2009

Whitetails, NWTF and DU sponsorship proposals

2010 Remington Campaign Direction
Reviewed Remington print campaign concepts for 2010.
o Confirmed ad campaign look (see below)

= Specific comments on ads for 2010:

o Each is to include defendable, visually demonstrable Reason(s) to
Buy, for example:

= Graphs/charts proving superior performance

»  Photography that clearly communicates a competitive advantage
(i.e. rust vs. no rust, accuracy, etc.

= Product comparison charts with a list of benefits ‘checked’ for our
brand and not for the competition.

o Per above, include ammunition in firearms advertising wherever feasible.

o Once direction finalized, incorporate brand tagline

Action ltems:

e Broco to provide creative brief templates for completion by
the product teams for each ad to be developed for 2010.

e Upon receipt of input, develop ads for each of the products
to be ready for rollout to the sales team at the SHOT Show
sales meeting.
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Recap of Meeting on October 14, 2009

= Remington 2010 Catalog

o Confirmed approach for full size catalog:

= Replace select photos to reflect participation in activities beyond
hunting.

* For key products, and where a full blown redesign of a spread isn’t
required to do so, include graphic representations of the
Reason(s) to Buy.

v {/pdate each spread as needed for accuracy.

s /ncorporate new products at the front of the catalog
o Confirmed approach for reduced size catalog:

= Utilize horizontal presentation of ballistics charts

s Reduce amount of columns in firearms specification charts to
allow a vertical presentation, thus minimizing the number of pages
required. Add pages as needed for inclusion of these reduced size
charts.

Action ltems:

e Broco to provide paginations for both catalogs based on
new products (full lists provided in writer presentations on
thumb drive) and discontinued lists (provided by John and
Tom during our meeting).

e Broco to begin layout changes on large catalog and fast
track in order to maintain key milestones on production
timeline.

e Broco to provide final printing estimates based on
quantities provided and possible new page count

»  Wingmaster HD

o Discussed need for ideas to drive demand for Wingmaster HD

o Brothers & Co. to provide a laundry list of ideas to increase demand
for Wingmaster HD, including short- (2009) and long-term (2010 and
beyond) solutions.

= Home Defense

o Explore strategies to reach women, elderly, and others who may be
ready/willing to buy guns/ammunition for home defense but are
intimidated by the fact they have no idea where to start.

= Brothers & Co. to provide recommendations for next steps
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Recap of Meeting on October 14, 2009

= Bushmaster Maxim Ad

o Revise ad to include a call to action (go to url for a chance to win a free
gun). Completed and trafficked, 10/15.

o Develop landing page and supporting content for above. For 10/20,
establish simple landing page to pay off the current ad.

Soon after, incorporate full blown ‘man card’ concepts.

Brothers & Co. to provide layout for landing page and concepts for phase
two ‘man card’ promotion.

= Future Product Launch Plans

o Establish benchmarks for launch exposure levels, start with a full analysis
of the efforts surrounding the 887 launch.

o Confirm timelines of consumer purchases and type of consumer

o Tie in mobile events/calendar

Additional Topics

= Qutdoor Wire
o Run test banner on Outdoor Wire to help confirm numbers
= Online Video Project
o Adjust front-end timeline
= Product managers to provide feedback week of 11/9
= In-Pack Ammunition Cross Sell
o Brothers to proceed with revising layouts without rebate offer
= Prepare and implement Remington, Marlin & H&R, hold on
Bushmaster and DPMS for segmentation data.
o Remove Ted Torbeck’s name from congratulations card.

Action ltems:
e 10/22/09 — Broco to provide revised In-pack layouts per
above
¢ 10/27/09 — Broco to provide web banner promotion layout
concepts for Outdoor Wire

REM-0012418



EXHIBIT Q



SIDER YOUR MAN BUSHLSTER
D REISSUED
. - ‘ BUSHMASTER.COM

SIGN UP FOR UPDATES

FIRST MAME 7 ‘ LAST MNAME ‘

EP-"I."'.{L .ﬂ.BLDF.ESS ) - - ‘ @TWF

FIND A DEALER | VISIT BUSHMASTER.COM
‘ [ DOWNLOAD A DESKTOP

— 1024 X 768
intmacam 5 Y
- REISSUED. i 1280 X 1024

,ﬁm 1600 X 1200

If it's good enough for the military, it's good enough for you. Bushmaster. The world’s finest commercial AR-platform rifle.
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BUSHMASTER

* RIGHTS AND PRIVILEGES *

The bearer of this card is @ Man For The Ages. Above scrutiny and
beyond reproach. Fully entitled to leave the toilet seat up without
criticism. To wear callused hands as a badge of haner. To back up
a boat trailer without apology. To allow lesser men to shoot his
Bushmaster rifle, but only if they beg. You are a Man. Irrevocably.
We bow before your imminence.

MAN CARD COMMISSIONER
X 3-Time Featherweight Champion

A X]
-l
(==}
=
i
=
[EX]
(=
=

* RIGHTS AND PRIVILEGES *

The bearer of this card is a Man For The Ages. Above scrufiny and
beyend reproach. Fully entitled to disregard the fashion trends of
popular culture. To wear callused hands as a badge of honor. To grind
deer sausage at the kitchen counter. To rebuild a carbureter belore
church. To allow lesser men to gaze upen his Bushmaster rifle, but only
it they beg. You are a Man. frrevocably. We bow belore your imminence.

MAN GCARD COMMISSIONER
X | 3-Time Featherweight Champion

IRREVOCABLE
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This document has been produced in native format
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D09 Ad penda

Remington Brand Product Qty. Ad Unit Total $

Game & Fish Remington M700 2 Full Pg 4C $32,054

Remington M887 2 Full Pg 4C $32,054

Remington Ammo  Slug 2 1/2 Pg 4C $20,446

Game & Fish South Remington Ammo  Turkey HD 1 1/2 Pg 4C $5,249

Gun Dog Remington Ammo  Steel Shot 2 1/2 Pg 4C $4,040

Remington Model 105 2 Full Pg 4C $6,243

Guns & Ammo Remington Ammo  Steel Shot 1 1/2 Pg 4C $13,540

North American Whitetail Remington Ammo  Slug 2 1/2 Pg 4C $6,160

Remington Ammo  Core-Lokt 2 1/2 Pg 4C $6,160

Remington M700 2 Full Pg 4C $9,150

Remington 30 Rem 2 Full Pg 4C $9,150

Petersen's Hunting Remington Ammo  Slug 1 1/2 Pg 4C $10,608

Remington Ammo  Copper 2 1/2 Pg 4C $21,216

RifleShooter Remington Ammo CLUB 2 1/2 Pg 4C $4,324

Remington M700V 2 Full Pg 4C $6,468

Remington Ammo Accutip V 3 1/2 Pg 4C $6,486

Wildfowl Remington Ammo  Steel Shot 2 1/2 Pg 4C $3,664

$197,012

Marlin Product Product Qty. Size Total $

Game & Fish H&R Rifle 2 1/2 Pg 4C $20,446

H&R Shotgun 2 1/2 Pg 4C $20,446

Game & Fish South Marlin Centeffire 2 1/2 Pg 4C $10,498

North American Whitetail H&R Rifle 2 Full Pg 4C $9,150

Marlin Centerfire 2 Full Pg 4C $9,150

Petersen's Hunting Marlin Big Bore 2 Full Pg 4C $32,658

RifleShooter Marlin 338 Series 1 Full Pg 4C $3,324

Shooting Times Marlin Rimfire 2 1/2 Pg 4C $13,118

$118,790

otal P \ 30

Intermedia TV

Petersen's Hunting $78,000 $78,000

Sportsman Channel - Monday night $94,129 $94,120

Total TV $172,120

Intermedia Online $0

GRAND TOTAL $487,922




Brand

010 Ad pe

rev 3/31/10

Remington/Bushmaster Product Qty. Ad Unit Total $
Game & Fish Remington R-15 1 FullPg4C $ 16,027
Gun Dog Remington Ammo  VersaMax 2 FullPg4C $ 6,243
Guns & Ammo Remington Ammo  Heme-Defense 0 FullPg4C $ -

Remington Model 1911 1 FullPg4C $ 20,322
Handguns Remington Model 1911 1 FullPg4C $ 6,766
North American Whitetail Remington Ammo  Core-Lokt 2 FullPg4C § 9,150
Remington M700 2 FullPg4C $ 9,150
Petersen's Hunting Remington Ammo  Core-Lokt 2 FullPg4C $ 18,690
Shooting Times Remington R-15 1 Full Pg 4C $ 9,051
Remington Ammo  Heme-Defense 0 Full Pg 4C $ -
Bushmaster ACR 1 Full Pg 4C $ 9,051
Man Card plus bonus 1 1/3 Pg 4C $ -
RifleShooter Remington Ammo  Heme-Defense 0 Full Pg 4C $ -
Bushmaster ACR 1 Full Pg 4C $ 3,324
ManCard plus bonus 1 1/3 Pg 4C $ -
Wildfowl Remington Ammo  VersaMax 2 Full Pg 4C $ 3,664
SIPs:
G&A Handguns Remington Model 1911 1 Full Pg 4C $ 2,756
AR-15 Bushmaster ACR 1 Full Pg 4C $ 2,756
Man Card plus bonus 1 1/3 Pg 4C $ -
G&A Annual Bushmaster ACR 1 Full Pg 4C $ 8,100
Cover 4, front cover with edit
$ 125,050
Marlin Brand Product Qty. Size Total $
Game & Fish Marlin X7 2 FullPg4C $ 32,054
North American Whitetail Marlin Big Loop 2 FullPg4C $ 9,150
Marlin X7 3 FullPg4C § 13,725
RifleShooter Marlin Rimfire 2 FullPg4C $ 3,324
Shooting Times Marlin Rimfire 2 FullPg4C $ 13,118
$ 71,371
Intermedia TV
Modern Rifle Adventures $105,000
Total TV $35K DPMS $105,000
Intermedia Online Allocated $80,000
GRAND TOTAL $381,421

Key:
Red = campaigns on hold







Notes

est. only - new circu and pricing with May redesign

includes front cover photo, image and edit
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B U § H M A S T E R A C R
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Nevember 30, 2008

REM-0011867



OVERVIEW

To support the launch of the Bushmaster ACR, several elements are being suggested to both
promote the introduction at the 2010 SHOT Show, as well as drive demand once the product is
available commercially. As we proceeded with this effort, a key critical assumption included the
position that the current 2010 media budget would be utilized to support both the SHOT Show
efforts as well as post-SHOT media. With that, we have approached this plan with a sense of
balance in mind, a balance that provides support on the front end of the launch, while
maintaining adequate resources to drive demand through the remainder of 2010.

2010 SHOT Show Elements

The below SHOT Show opportunities are presented in order of significance, with the most
significant opportunity listed first. Collectively, these will expose the Bushmaster ACR to a
broad cross-section of show visitors, with additional emphasis being placed on the LE and
tactical segment.

New Product Center Sponsorship — Title Sponsor $16,500

Exclusive sponsorship of the New Product Center provides for a dominant presence in a high
traffic area. Positions the Bushmaster ACR as THE new product of the show.

Key elements include:

e Title sponsor listed in all pre-show communications
e Two dealer targeted e-newsletters — 20,000+ (each) pre-registered attendees
e Web banner placement on Shotshow.org
o Recognition within virtual new product center
e Full BW ad in New Product Center Directory
e Front cover of New Product Directory
e \Welcome letter from BFI included in directory
e Center stage product display
o Includes 6’ glass display with a max of 6 products
o New Product Center Signage (Appendix A)
o BFI ACR name on 24’ by 2°6” entrance banner
o Two single-sided panels flanking the entrance
o Video presentation on plasma screen at the entrance
= Show 3D ACR Function Video

Sponsorship being reserved until Tuesday, December 1, 2009

Deliverables
e Banner graphics — 12.9.09

Bushroastzt AUR] SHAPE V@ pdERGEREFORMAT |
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¢ Video/VO-15.10

e E-blast content - 12.10.09

¢ Welcome letter — 12.9.09

s Front Cover —12.9.09

e Full page ad - 12.9.09 (Appendix B)

SHOT Business $3,583
e Participate with full backcover ad in January (SHOT) issue
o Reach=22,000
o Deadline for submission — December 14th
Deliverables
¢ Print ad (final) - 12.1.09
SHOT Show Dailies $7,000
¢ Participate with 4-color/ full page ad in each of the four Dailies (Buy 3, get 4th free)
o Reach = 22,000/ day (est.)

o Deadline for submission — December 14th
Deliverables
e Print ad (final) — 12.11.09
LE Educational Class Sponsorship — “Active Shooter Response” $8,000

Exclusive sponsorship of one of six classes dedicated to LE during the Monday before the
show. This presents an opportunity to promote the ACR directly to the LE segment.

Key elements include:
e Opportunity to have a BFI speaker

Large logo / recognition as overall sponsor on all materials and signage

Large logo / recognition in Seminar Sponsor thank you ad in January issue of Law
Officer

Logo / recognition in LE Education Program section of January Law Officer, featuring
stories and highlights on SHOT and speakers
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